























Scheuer says: 


Be sure to see 
Krakauer’s Serenade in Plastic 


I have constructed with precise technique a beautiful console piano out 
of lustrous black and clear plastic which I have named. Krakauer’s 
Serenade in Plastic. | Here you will find a thrilling example of the 
imagination and mechanical skill which have made all Scheuer products 
so outstanding. You will delight in the charm and artistry which abounds 
in this exciting example of plastic fabrication. 


But in a more practical sense, you will realize why the Scheuer know-how 
and experience has made possible the complete and unexcelled line of 
display fixtures which feature the name of this plastic pioneer artisan. 


You are cordially invited to inspect this plastic console piano and a 
complete new line of plastic fixtures during 


N.A.D.I. MARKET WEEK 
ROOMS 632 and 633 


HOTEL NEW YORKER 
JUNE 25-29, 1950 


DON’T MISS THIS OUTSTANDING EXHIBIT OF PLASTIC ART 











CREATI TONS, INC 


307 WEST 38°* ST.. AT EIGHTH AVE., NEW YORK CITY 18 
ORIGINATORS AND MANUFACTURERS OF MODERN PLASTIC DISPLAY FIXTURES 
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value 
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Included are e Smart Fashion Decorations 

¢ Specialties for Men’s Wear 

* Display Devices « New Mechanical Displays 

¢ Old Fashioned Christmas 

¢ New Walt Disney Show... 
“Alice in Wonderland’ 
also “Cinderella” 

¢ Interior Decorations * Toy Attractions 

Also * New Western Toy Attractions 

and * Special Designs to your order 


LET’S GET TOGETHER on 


© We will come to see you now—Wire or 
write, ask us to call on you. 


See us and work with us in our plant 
in Chicago, 346 N. Justine St. or our 
New York office, RCA Bidg. 


See us at the MARKET WEEK 
WAT. ASSO. OF DISPLAY INDUSTRIES 
ot the Hotel New Yorker, June 25-29. 











Write Today 


= me VL STENSGMRD AND ASSOGTES, 


het eres JUSTINE STREET, CHICAGO 7, ILLINOIS. 
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Display’s Great Monthly Digest 


DISPLAY WORLD 


COMBINED WITH 
MERCHANTS RECORD AND SHOW WINDOW 


VOLUME LVI 


JUNE 1950 


NUMBER 6 


CONTENTS 


Solving A Prop Problem At The Bon Marche 
How A Famous Fur Store Handles oe 
European Displays 

Out-Of-Doors Leads Themes In ieee 
How To Get The Most From Exhibits 
Building Atmosphere Into Fur Stores 


New York City Displays Launch Summer 
Promotions Coming Up! 

102 To Exhibit At Market Week 
Bonwit's New Beauty Salon 

Display . . . On And Off The Record 
My Life In Display 

Hecht Anniversary 

Australians Form Association 
Editorial ; 

Gertz Stages Special Settings 
“Biggest Electrical Display" 

Trade "ersonalities 

Wise Goes Tropical 

The Display Parade 

The New Levy's, Tucson 

Display Puts Sale Across 

Schack's New Home 


Baltimore Display Guild Has Dinner Meeting 


May Medal Award To Asmussen 


Your Column 


PUBLISHED BY 


By Ernest F. Young 
By Clara Baldwin 


By Shirley Ware 


By Leslie Levi 

By Kim Hoffmann and 
Stephen Heidrich 

By Virginia Roehl 

By Louis Gehring 

By John F. Bowman, Jr. 


By Irwin G. Culver 


By Raymond E. Rogers 


By Tupper 

By Arthur Cohen 

By. Tupper 

By Joseph H. Schwab 
By Marie Grant 


By Frank Malehorn 


THE DISPLAY PUBLISHING COMPANY 


407 EAST EIGHTH STREET, GARFIELD 2050-2051, CINCINNATI 1, OHIO 


OUR NEXT ISSUE 


In the second of a series of articles 
on practical display shop operation, 
Ernest Young discusses some of the 
methods he has developed for spray 
painting. . . . Kim Hoffmann and 
Stephen Heidrich suggest several treat- 
ments for jewelry store layout. . 
There will be a full report of the Display 
Market Week. . Plus regular features 
end a number of feature articles to 
make the July issue outstanding. 


THE COVER 


The beautiful display used on this 
issue's cover is the work of John R. 
Foley, window display director for R. H. 
Macy & Co., New York City. Chief dec- 
orations were the column in the back- 
ground and the real tulips and ferns. 
The floor was covered with colored 
gravel to match the color of the flower 
box. Photograph in full color by Wor- 
singer Studios, New York City. 


OFFICES 


Eastern Office: 47 West 57th Street, New 
York City 19. Phone PLaza 3-5989. Cleve- 
land Office: J. R. Monk, Macintyre, Simp- 
son & Woods, 1900 Euclid Avenue, Cleve- 
land 15. Phone CHerry 1501. 


SUBSCRIPTION RATES 


Published monthly at $3.00 a year for the United 
States, Pan-American Countries, Philippine 
Islands and Spain; all others $4.00 a year. 
Canadian and foreign orders payable in U.S. 
funds by international money order or New 
York bank draft. Single copies, 30 cents. 
Send all subscription orders direct to the 
publication office at Cincinnati. Changes of 
address must be reported at least two weeks 
in advance of effective date; otherwise missed 
copies cannot be supplied. Entered as sec- 
ond class matter September 20, 1922, at post- 
office at Cincinnati, Ohio, under act of 
March 3, 1879. 


Member 


i 


Audit National 
Bureau of Association of 
Circulations Display Industries 


Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 
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Getting it from all sides? 


\ 
ce 39 otto o \ost 


Do it yesterday! 


r a 
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—fronts, ends and sliding 
doors of counters; shadow 
boxes, valances, furring, 
cove backing, edge trim, 
ledges, shelves. 








—floor and island displays, 
bases, pedestals, portable 
platforms and similar set- 
ups, mounted over framing. 





— smart, sophisticated de- 
signs and shapes in win- 
dows, on top of counters 
and ledges. Masonite Hard- 
boards can be benttosimple, 
graceful curves. 





Pressed for time? Squeezed by the budget? Under pressure for strikingly “different” effects? 
Call on Masonite Hardboards to lighten your load, save you time and money. 
These hard, dense and smooth panels of ‘wood made better” are the strong, silent partners 
of every display man. They can do so many different things—quickly, cheaply, effectively. 
Whether it's a permanent built-in fixture, or an airy, stylized display form, 
versatile Masonite Hardboards offer a long-lasting, grainless material that won't split, splinter or crack. 
You can work on them with ordinary carpenter tools. They take beautiful finishes — beautifully! 


renteiillisanaiesiin 


111 W. Washington St., Chicago 2, Illinois 


There are 19 different types and thicknesses of Masonite Hardboard to help you. Get them from your local lumber dealer. 
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SALES PROMOTION 
thru .. . Goutact Advertising 


MODEL M7!! \ MODEL M1422 
Capacity 7 x 11 inches : : ; ; Copacity 14 x 22 inches 


MODEL MS7!! MODEL MK1422C 
Capacity 7 x 11 inches 


Capacity 14 x 22 inches 
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MODEL MIi4Il MODEL M2228 
Copacity 14 x 11 inches Copacity 22 x 28 inches 





. . . Equip your departments to produce sales promotion 
material that reflects credit on you and on your Company. 
Your operators will produce better signs on the Line-O- 
Scribe, and all your signs will be two sided so that they 
inform shoppers from any position . . . help sales people, 
too, on merchandise facts that create sales. 


Line-O-Scribe sign machines are made in sizes and models for every 
merchant. Write Dept. B for a complimentary copy of “SALES PRO- 
MOTION Thru... Contact Advertising" and literature on various models. 


Xe *& ¥ Showing at the N.A.D.1. Convention, Hotel New 
Yorker, N.Y.C., Room 723, June 25-29. 


THE MORGAN CO. 


3984 AVONDALE AVENUE e CHICAGO 41, ILL. 
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Have you 4 
WINDOW 
MECHANICAL = problem? 


LARGE MECHANICAL 
SANTA 


Here is a chance to do your 
corner window at a very 
nominal figure. Santa papier 
mache with a dream puff 
beard. Santa appears to 
be coming out of chimney. 
His head moves up and 
down in approval as the 
small toy clown dances in 
his hand. Wonderful mo- 
tion — a real eye catcher. 

5' 8" high x 5' 6" wide x 

3' deep. 

No. 10578M—Santa 

and clown $299.50 


No. 10579M—Complete 
chimney $337.50 


See Silvestri at the North Ball Room at the New Yorker, June 25-29. 


Featuring a dozen mechanical windows and interior toy floor settings. 








710 WASHINGTON BOULEVARD CHICAGO 6, 
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CHANTELLES 


=Y The most exciting decorations—this side of heaven—to \e 
transform your store into a fairyland and create that 
yams wonderfully festive atmosphere that makes ‘mere 
m lookers”... buy! 


For window or interior, for each space and place, there 
is a Chantelle . .. expertly designed. 


Never before has there been shown such a variety of 
correlated designs as Chantelles. 


Chantelles are priced right. 


Chantelles are obtainable only from Allied. Inquire 
about exclusive rights for your city. 


See Chantelles — the perfect storewide Christmas 
theme... 


AT ROOMS 501, 552, 553 
OF THE HOTEL NEW YORKER DURING 
N.A.D.I. MARKET WEEK, JUNE 25-29 
OR AT OUR SHOWROOMS 


ALLIED DISPLAY MATERIALS, 


NEW YORK 16 ° WEST 


65 MADISON AVE. 
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: -pristmas Displays 
Fall and lia ge ei 


5th, oth and 7th Floors 


Hotel Vew Yorker 


29, 1950 


Material anc 


2nd, 3rd, 


June 25 thru 
New York City 


Abacot Displays, Inc. 

Claude D, Adams & Co. 

The Adler-Jones Co. 

Alleock Mfg. Co. 

Allied Display Materials, Inc. 
American Fixture & Mfg. Co. 
American Model Form Co. 
Ankerum Mfg. Co. 
Arkow-Lewis Associates 

Arrow Decorating & Fixture Co. 
Arts & Flowers Displays, Inc. 
Associated Displays 

Austen Display 

William L. Baer Co. 

C. Barrango Co. 

Bliss Display Corp. 

Bois Smith Studios 

Bonafide Display & Decorative Co. 
Botanical Decorative Supply Co. 
Brunn & Bertheim 

Bulkley, Dunton & Co., Ine. 
The L. J. Charrot Co. 


Colonial Decorative Display Co., Inc. 


Columbia Display Material Co. 
Cook & Meier, Inc. 
Emil Corsillo, Ine. 
Coy-Disbrow & Co. Ine. 
Creative Displays, Inc. 
Crystal Fixture Co. 
Crystalline Plastics Co. 
L. A. Darling Co. 
Dazian’s, Inc. 

Decorative Displays 
Decorative Novelty Co. 
Decorative Plant Corp. 
Dingleman Products 
Display Equipment Corp. 
Display Mannequin, Inc. 
Display World 

Doerr & Associates 
Everetts-Soper Co., Ine. 
Facile Corp. 


NATIONAL ASSOCIATION 


11 EAST WALTON PLACE 
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Favrex Designs 

Fawnfield Decorations 
Fitzgerald Display Co. 
Flowers of Hawaii, Ine. 
Formo Displays Co. 

Fox Display Co. 

Frankel Associates, Inc. 
Frederick Advertising Corp. 


Fren-Zee Store Equipment & Fixture Co. 


Harold Gale Display Co. 
Gardner Displays 
Garrison-Wagner Co. 
Earl W. Gasthoff Co. 
General Display Corp. 
General Display Studios 
Glo-Brite Products Co. 
H. H. Gould 
Grant & Sons, Inc. 
The Greneker Corp. 
Grimes Display Service, Inc. 
Victor Haida Displays, Inc. 
David Hamberger, Ine. 
Gordon Keith, Originals 
LaVerne Originals 
S. Liebmannn Studio 
London Displays 
Lustra-Cite Industries, Inc. 
A. Lutz 
Madisonia, Inc. 
Magnani Statuary Co. 
Maharam Fabrie Corp. 
Messmore & Damon, Inc. 
Metal Goods Corp. 
Micharno Displays, Ine. 
Mileo Mannequins 
The Moortgat Studios 
The Morgan Company 
The Mutual Display Mfg. Co. 
Natural Creations, Inc. 
Nesbit Industries, Inc. 
New England Decorators’ Supply Co. 
New Style Studio 


PROGRESSIVE 


MERCHANDISE 
PRESENTATION 


JUNE, 1950 
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Visual Merc handi ising ge Se 


Research Report Vo. 


hip and 
he Traffic- Readers . 
fot: Study of Display” 


By Professor Howard M 
School of Retailing, - 
jrand Ballroom, 

ate New York City 


Tuesday, June 


{. Cowee 
New York U niversity 


Hotel Statler 


27, 1950, Four Thirty P.M. 


SIVULLILELEL. Viihd 


Invitations From 


Old King Cole Displays, Inc. 
Oltmanns 
Park Lane Fabrics Co., Inc. 
Plastic Fabricators 
Plasti-Foam Products, Ine. 
Polywog, Inc. 
Leo Prager, Inc. 
Price Fabrics Co. 
R-Tex Co. 
Radiant Glass Fibers Co. 
Reflector-Hardware Corp. 
The Reyburn Mfg. Co., Ine. 
Reynolds Printasign Co. 
Gustave Rubner, Inc. 
Santa Novelties, Inc. 
Schack’s, Ine. 
Scheuer Creations, Inc. 
Sherman Paper Products Corp. 
Frederick Shipman 
Shoe Form Co., Inc. 
Showeard Machine Co. 
Nat Siegel, Inc. 
Silvestri Art Mfg. Co. 
David & Michael Sloan, Inc. 
Standard Cellulose & Novelty Co., Ine. 
Standard Fixture Co., Inc. 
Staples-Smith, Ine. 
Dave Starkman Display Center 
W. L. Stensgaard & Associates, Inc. 
Swivelier Co., Inc. 
Taffel Bros., Ine. 
Tedel Creations 
Timely Service, Inc. 
Vaughan Mannequins 
Visual Merchandise Displays, Inc. 
Walco Bead Co. 
Ben Walters, Inc. 
Frederic Weinberg 
Ray Whitnah Display Products Co. 
D. G. Williams, Ine. 
Zaria Displays 
W. M. Zeppen-Field Studios 


of DISPLAY INDUSTRIES 


CHICAGO 11, ILL. 
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with the 


veut fixture 
with orticulated shelving’ 


* patent pending 
@ IN A FEW MINUTES YOU WILL FOLD IT INTO ONE OF MANY THOUSAND SHAPES 
@ YOU CAN CREATE DISPLAYS, FURNITURE OR PROPS TO SUIT YOUR OWN REQUIREMENTS 
@ THE FIXTURE BUILT WITH ALL PARTS INTERCHANGEABLE AND EASILY REPLACEABLE 
@ THE New FAVREX FIXTURE WHEN FOLDED TAKES NO MORE STORAGE SPACE THAN A RUG 


FAVREX DESIGNS 
HOTEL NEW YORKER, ROOM 526 e 526 BURTON AVENUE, HASBROUCK HTS., N. J. 
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Thousand ~ ONE 


THE NEW PRESENTATION 


WH E R E e e e MAGNANI MANNEQUINS, INC. 


236 WEST 40TH STREET, NEW YORK CITY 


WHAT e e e e MANNEQUINS OF DISTINCTION 


WHY e e e e e A STEP FURTHER THAN JUST 


WEARING CLOTHES... 


TO SELL CLOTHES 


1) sole® 


e e ° aor"® ge 
Magnani Mannequins, CRE 4 eo") 236 WEST 40th ST. ¢ NEW YORK 18, N. Y. © PE 6-3593 
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IT COVERS THREE CITY BLOCKS 


But actually occupies about forty to sixty square feet 
in the TOY Department of your store. 


THE TRIUMPH OF MIRRORS OVER SPACE 


It will be the most talked about and, consequently, the 
most patronized CHRISTMAS SHOW in your city 





BECAUSE jedaed eA ee PD ka Ee 


as you gaze through the MAGIC i7 @ 72 4 P’ - =. \ 
WINDOW you will see a beautiful 3 r ' 
GREEN CHRISTMAS scene of the 
South automatically change to a 
WHITE CHRISTMAS of the Frozen 
North . . . each scene extending 
endlessly into the distance. 





For either windows or store interior. 


» 


BIGGEST SHOW 
LEAST EFFORT 
SMALLEST COST 
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Turn Deficit Into Profit 
Compare the Cost 


& WAAS See 











Franchises sold to one store only in 


each city. 
wn ety The delighted children viewing the automatically changing Christmas scenes which, 
through the Magic Window, are visible as far os the eye can see. 





You are invited to see this latest patented Christmas creation at 


ROOM 521 e Hotel New Yorkere JUNE MARKET WEEK 











FREDERIC SHIPMAN STUDIOS, 512 Fifth Ave, New York 18, N. Y. 
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See our display of 
Czechoslovakian 


CHRISTMAS TREE ORNAMENTS 


and feather festoon trimming in 
Room 742, Hotel New Yorker 
during June Market Week 


THE WALCO BEAD CO. 


37 WEST 37th STREET, NEW YORK 18, NEW YORK 
Walco Bead Co. is exclusive distributor 
in America for these becutiful ornaments 


— the most magnificent you have ever seen. 


Iustrated are only a few in this great 
line. Unusual in design and color. You 
must see them during Market Week. 


Breath-taking patterns 








Nothing 
could be finer 
, UDSOMM val y \ ONIN EG 


= 
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AMERIC AM FixtTuee & MEG 2300 1OCUST ST © ST LOUIS, mO. 
\ 


l, 
Ny/l HOHE, MANIKINS 
Sold exclusively by 
YOUR KORRECT-WAY DISTRIBUTOR 





Enter the First Annual 


DISPLAY WORLD 


I Nv T E R N A T 
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DISPLAY CONTEST 


DISPLAY WORLD is sponsoring this 1950 international display contest 
th 315 awards — as an incentive to still better display throughout 
‘world and to reward outstanding displaymen with tangible 
mce of their ability. It is our belief that this recognition of 
rious work will benefit the entire profession, and we view it as 

f our obligations to the field we serve. If this contest has a 
ating effect on creative display and increases recognition of the 

work done by displaymen, then we will feel amply rewarded. 
playmen are invited to participate. There are no restrictions. 


awards will be beautiful gold, silver and bronze plaques, and 
will be gold, silver and bronze medals presented in each of 100 
cations covering every type of merchandise. In addition, a 
medal will be awarded each month for the best display entered 
contest during that month. 


displayman, no matter where, is invited to participate in this 
st. Read the rules carefully and get your entries started today 
d keep them coming. 


CLASSIFICATIONS 


‘omen’s and misses’ evening . Men's evening wear . Kitchen equipment 
wear 37. Men's gloves . ms 
. Women's dresses . Boys’ clothing . A bil ies and 
. Women’s sportswear . Boys’ furnishings equipment 
. Women’s coats, suits . Toys . Vacuum cleaners 
, rs . Luggage . Hardware 
Bridal display . Athletic equipment % rans gp aw equipment 
. Millinery . Institutional display + Optical g 
. Women's footwear . Civic display . Exhibit — 
. Women’s hosiery . Furniture . Exhibit display 
. Neckwear and scarfs . Radios, television sets . Christmas interior 
. Handbags, umbrellas - Musical instruments . Christmas facade and marquee 
. Women’s gioves . Floor coverings . Floats 
. Wallpaper . Showcards, pen-lettered 
. Draperies and curtains . Showcards, brush-lettered 
. Paints . Machine-lettered cards 
. China, glassware . Banks and other service 
. Silverware institut 
. Handkerchiefs (women’s) . Gift novelties . Travel displays 
. Girls’ apparel . Books . Animated display, interior 
. Children’s footwear . Stationery . Animated display, window 
. Children’s hosiery . Linens, bedding 90. National advertiser's display 
. Infants’ wear . Drugs - Valentine's Day display 
, Corsets, surgical garments . Cosmetics, perfumes, etc. 92. Easter display 
. Bathing suits (women’s) . Tebacco, smoking equipment 
. Mens clothing . Groceries 
. Men’s shirts - Candy 
. Men's neckwear . Liquor, other bottled goods 
. Men's hats . Refrigerators 
. Men's shoes . Office i t and special 
30. Men's socks machines 99. 
. Men's underwear . Ranges . Interior “shops” such as “Bud- 
. Men's swim suits . Laundry equipment Shop”, “Town & Country 
33. Men's sportswear 68. Garden tools and equipment “", etc. 
. Men‘s toiletries . Lamps 101. Advertiser's Display Units 
. Men's robes . Electric and gas appliances 02. Miscellaneous 


Mail Your Entries to Contest Editor 
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THIS MEDALNg 
IS PRESENTED FOR N 
AMAQUTSTANDING ABILITY | 


. Any displayman in any store in the world may enter this 


contest. It is not necessary to be a subscriber to DISPLAY 
WORLD. 


5 po entries must be of displays installed during the year 
950. 


5 Entry is by means of ,one OF more black-and-white glossy 





ly x 10 inches in size. As many 
entrios may be made as desired. No entries will be re- 
turn 


. Each photograph must be clearly marked on the back 


with | the _name wt the entrant, store, city, and contest 
1 “John Jones, Dexter & Sons, 
= cir Mo Classification No. 74’ 





. All entries become the property of DISPLAY WORLD. 
. All entries must be sent to Contest Editor, DISPLAY 


WORLD. Cincinnati 1. 


. Entries may be submitted at any time. All entries re- 


ceived during a given month will be judged for the 
monthly gold medal award for the Me of the 
Month”. The contest ends December 15th, 1950. 


. The entry judged best in its classification will “receive 3 


points and a gold medal; second best, 2 points and a 
sneer medal; third best, 1 point and . bronze medal. 
The entrant who the otal b of 
points will be awarded | a gold + sl suitably en- 
graved; the one receiving the second greatest total num- 
ber of points will receive a silver aw 

greatest total number of points will 

bronze plaque. 





. Each photograph entered will be eligible for only one 
classification. 
5 jedeing for the annual awards will be done by an out- 


standing board of well-known display authorities. Their] 
decisions will be final. 


x paew = 9 for the monthly “Display of the Month” — 


jal award will be done by the editorial staff of 
PLAY WORLD. Their decisions will 


12. In case of a tie, duplicate awards will be made. 


DISPLAY WORLD, CINCINNATI, OHIO 


ren Reece ek 
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Sales-Catching Fixtures and Displays... 
Easier To Build With Versatile Plywood! 


Fixtures and displays area business fixtures, displays, signs. Check the All These Advantages 


Are Yours With PLYWOOD 


investment. It will pay you to use a 
material with multiple advantages 
—versatile Douglas fir plywood. 
Large, light, strong plywood panels 


speed and simplify the building of 


plywood advantages listed at the 
right . . . then send for the free 
booklet offered below. Put plywood 
to work for you! Every lumber 


dealer can supply you. 


@ Plywood is real wood. it works with any 
tools, requires no speciai handling. 


@ large panel sizes speed your work, 
provide big, smooth surfaces, 


@ Plywood is light in weight, easy to 
handle even in full panels. 


@ Plywood is strong, puncture- proof, split- 
proof. Builds sturdy displays. 





Douglas Fir Plywood 


PLY/ANeL 


aor 
ourenioe - Tree 


@ Plywood can be jigged to intricate 
designs, bent to pleasing curves. 





@ Plywood is easy to decorate and finish, 


indeacreo Takes any finish easily. 











@ Variety of stock panel sizes means less 


For displays and fixtures, PLYPANEL waste, lower costs. 


grade of Interior-type plywood will be 


LARGE, LIGHT, STRONG 
REAL WOOD PANELS 


most useful. It’s the “one-side”’ grade, @ Panel strength mokes possible many 


with one face suitable for a variety of re-uses. Another saving! 
finishes. Other grades of Interior-type 
plywood are available for uses where 
both faces of the panel are to be fin- 
ished—and for outdoor signs, your SOS AA OE 
DOUGLAS FIR PLYWOOD ASSOCIATION 

Send to the office nearest you: Tacoma Bidg., Tacoma 2, Wash.; 
848 Daily News Building, Chicago 6, Ill; 1232 Shoreham Building, 
Washington 5, D.C.; 500 Fifth Ave., New York City 18. 


lumber dealer has waterproof Exterior- 
type plywood, also available in several 


uppearance grades. 
Please send me my free copy of the booklet “Sell with Plywood”. 


Ideas for You—Free! 
Full of ideas for window and interior displays 
outdoor signs and posters. Send coupon today 
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for Christmas displays ' 


New - Light - Inexpensive - Easy to clean + 
Easy to handle... colorful displays 
that will give a new magic to your 
Christmas decor. 


Santa Heads. Fibre & Plastic. 
Larger thon life size. 5 fade- 
proof colors. Indoor or ovt- 


for N.A.D.I. 


MARKET WEEK 
at the 


New Yorker Hotel 


JUNE 25 TO 30 
ROOM No. 725 | 


...and don't forget 
our most attractive, 
most practical, easy- 
to-trim 


FORMOSELLES 
a 


JOBBER 
INQUIRIES 


INVITED Ca ~ ae 
Ooisptays ono a y-Wa i é 


Note new 
215 FRONT STREET, BURBANK, CALIF. 
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1950 


DISPLAY WORLD 


MORE BRIGHT AND 
DULL SPOTS IN THE 
SAME SKEIN 


MORE VARIANCE 
IN SIZE AND 
COLOR 


NOW. 


you can purchase our LUSTRE-HORSEHAIR with a brilliant lustre and 
uniform size and color . . . at prices no higher than what you have been 
paying heretofore. 


Prompt Deliveries . . . Liberal samples are yours for the asking along with our 
new color chart featuring the 16 color leaders for 1950. 


Write for COLOR CHART today! 


MAJESTIC RAYON CORPORATION 


Specialists in horsehair and novelty yarns for the Display Trad 


116 WEST 23rd STREET, NEW YORK civy 11 


VISIT US WHEN IN NEW YORK DURING MARKET WEEK 
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SANTA IN ACTION... 


A Real Crowd Stopper 





AONE DEPT 
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6-504 — This display is 84" wide, 36" high and 4" deep. It is printed in nine different colors on 100 point card stock. 
It has EIGHT ANIMATED FIGURES. 

4. Santa shakes with mirth. 

5. Jack in Box jumping in and out. 

6. Painter works on drum with up and down stroke. 
7. Gnome on horse rocks back and forth. 

8. Tailor puts finishing touch to doll with natural sewing action. 


background and moving parts are set in a wooden shadow box frame. 
. The Gnome (left hand corner) has double action of turning 
wheel and moving arm. 
. The Gnome with packages hos a teetering action as though to 
save packages from falling 
. The Gnome making sled has very realistic hammer action. 


This 84" display is made in two parts and folds over to facilitate shipping. 


The package size will be 36" x 42" x 8". The 


cost of this display complete with motors attached is $75.00 F.O.B. our factory. 


Santa and Reindeer 





G-503—The Santa Reindeer is beautifully printed in nine colors. It is 33''x48''x4" 
and very sturdily constructed with a wooden shadow box frame. The front 
has a heavy piece of acetate printed to give the effect of a window with 
icicle. The Deer gallop and Santa waves his arm, while in the sky the stars 
are twinkling making it a LIGHT AND ACTION DISPLAY. The cost of this 
display complete with motor is $34.00 F.O.8. our factory. 


GREGORY MOTORS INC. 


320 BRIDGE ST. BROOKLYN I, 








Yes, there is a Santa Claus 


G-502 — This is a very attractive Christmas animated 
display 45" wide, 35" high and 5" deep. It is printed 
in several brilliant colors on 90 point white lined card- 
board with a separate wooden frame. The top of the 
fireplace has a shelf 5" wide on which there are three 
decorative pieces that can be removed if you wish to 
use it to display merchandise. The action shows Santa's 
arm in motion pointing to the children as if asking if 
they believe in Santa Claus and they are vigorously 
nodding their heads. The expression on the children's 
faces denotes surprise and wonderment while Santa is 
his usual jovial self. The fireplace is illuminated by a 
red bulb giving the appearance of burning embers 
making it a light and action display. It is electrically 
operated by a patented Gregory motor, 110 volt, A.C, 
or DC current. It is packed in a heavy duty shipping 
carton. The cost of same is $42.50 F.O.B. Brooklyn. 
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MORE CHRISTMAS ACTION 


With These Motion Displays 


Loading Santa’s Sleigh 


G 506 — Gnome in right hand corner bends back and forth as 
though driving Reindeer. Santa Claus bends from waist back 
and forth. Gnome in foreground is trying to hold Reindeer and 
moves from side to side while Reindeer bucks. Gnome with 
the package bends to the right as though overloaded. Gnome in 
the sleigh appears to be reaching down to help him. 

SIZE—48” wide, 33” high and 5” deep. Printed in eight brilliant 
colors on 80 point board with a varnish coating for protection. 
Has six figures in animation. COST—F.O.B., our factory, $35.00. 


G 506 - G507 - G508 
Sturdily constructed in 
wooden shadow box 
frames All displays 
are activated by the 
Dependable Patented 
Gregory Motor ready to 
plug into 110 volts, A.C. 
or D.C. They are packed 
in heavy duty shipping 
cartons. 


“The Night 
Before 
Christmas” 


No. G 505 


Santa Trimming Christmas Tree 


G 507 — Santa Claus moves his head from side to side and the 
arm raises up and down as though trimming the tree. Rocking 
Horse rocks back and forth. The Panda wags his head from 
side to side. Boy on side of curtain and girl on other have heads 
peeking from behind curtain. 


SIZE—48” wide, 33” high and 5” deep. Printed in eight colors 
on 80 point stock having five figures in motion. COST--F.O.B., 


our factory, $37.50. 


G 508 — SIZE—24” wide, 19%” high and 5” deep. Printed in 
eight beautiful colors. Three metallic cardboard bells swinging 
back and forth alternately; not in unison. COST—F.O.B. our 


factory, $12.50. 


' 
This very attractive display is 29” wide and 48” high. The net weight is around nine pounds. It is printed in eight 


brilliant colors on heavy cardboard and mounted on a wooden frame to prevent warping. The wooden frame also protects the dis- 


play in transit. The subject matter is very appealing. 


The children are looking up the chimney watching for Santa to come down. 


The motion is Santa Claus listening at the chimney with his hand to his ear bending close to the chimney and then forward again 


as if in doubt that he heard a noise downstairs. 


The cost of this display with motor attached ready to plug in is $17.50 F.O.B. Brooklyn. 


GREGORY MOTORS Inc. 


320 BRIDGE STREET 
BROOKLYN I, N.Y. 





ae Rt ret hw IANS B55 











2 SNO 


4 | dag r, 
FALIS TIC 


FIREPROOF - 


DISPLAY WORLD 


BLOCI 


INOU 


[a> Geen: 


JUNE, 1950 


cy 


LIGHT WEIGHT 


i UR 


Clear Out Slow Moving 


Summer Merchandise Now 


| With Frostee Sno Blocks you can build 
© quickly and cheaply a display that will 
help you sell out goods which you 


don’t want to carry over. 


It is easy to create an eye-appealing 
Use 
these big 15” x 22” x 6” crisp, cool- 
blocks 


them up lay 


display with Frostee Sno Blocks. 


looking just as they come. 


Stand 
Use them singly or in groups. 


down! 
Cut 


them 


f 


fom DISPLAY st 


them in smaller pieces or into odd 
shapes to emphasize the goods you 


display. 


Frostee Sno Blocks are cheap to use. 
An attractive display costs very little. 
Even a window full costs less than you 
think. But 
for later displays and cut your cost per 
They 


They're fire-proof. moth- 


you can use Sno Blocks 


display. clean’ merely — by 


vacuuming. 


proof, and vermin-proof. They’re tops 


in display material. 


Don’t pass up the opportunity of mak- 
ing a Frostee Display which will clear 
out slow-moving summer merchandise 
(or any other merchandise) now. Your 
display jobber has Frostee Sno Blocks 
or will get them for you fast. Call 
him today. 


ne CcempPpany 
ANTIOCH, ILL. 
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RAYTHEON 


Fractional hp 


A 


MOTORS : ; 
You can rely on these tiny 


| Raytheon Motors to run 
turntables or animated ac- 
tion displays continuously, 


without attention. The 
Concentrated deliver steady, quiet ited 
® formance — the kind that 

Power in a display men appreciate. 
Small Package Precision-built for depend- 
For Action able duty by Raytheon —a 
Di la great name in electronics 
isplays engineering. Whatever your 
display requires, you can 
“count on Raytheon to run 
it.” Write us about your 

application. 








RAYTHEON TYPE 330-5 


RAYTHEON. TYPE 470 
SHADED 6-POLE, 1050 
rpm INDUCTION 
MOTOR. 1/3 ta if 
hp. Bulletin 4000 


Type 230 Shaded 2-Pole Motor. For continuous duty without fan cooling. 
1/200 to 1/50 hp at 3200 rpm. Flat Speed Torque Curve and High 
Starting and Pull Up Torque are characteristic of all Type 230 Raytheon 
motors. Efficiency is almost double the value ordinarily obtained in 
shaded two-pole motors of this type. 


Write for data Bulletin 1000. 
RUSSELL ELECTRIC COMPANY 


MOTOR DIVISION OF RAYTHEON wmanuracturine 
450! So. Western Boulevard Dept. 29F Chicago 9%, Illinois 
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No Exact Formula? 


O, Doctor, there is no scien- 

tific laboratory formula for 

media selection. But experi- 
enced space buyers do have an effec- 
tive and time-proven recipe for the 
profitable investment of advertising 
money—reasoning, judgement and 
experience PLUS THE USE OF 
FACTS. The basic advertising values 
of publications are reflected in the 
facts about their circulations. Also 
there are definite standards, mutually 
approved by buyers and sellers of ad- 
vertising, by which circulations may 
be uniformly measured. Hence circu- 
lation facts, when reported in accord- 
ance with these standards, provide a 
dependable guide to sound advertis- 
ing investments. 

The information that makes it pos- 
sible to measure advertising values 
based on circulation facts is given in 
the reports issued by the Audit Bureau 
of Circulations, a cooperative and 


nonprofit association of 3300 adver- 


tisers, advertising agencies and pub- 
lishers. The Bureau has a staff of 
experienced, specially trained circula- 


tion auditors who make annual in- 
spections and audits of the circulations 
of the publisher members. The factual 
data thus obtained is issued in the 
A.B.C. reports which are available to 
advertisers and agencies for use in 
comparing and selecting media. 

Guesswork and waste in advertis- 
ing are avoided when media is se- 
lected on the basis of the facts in 
A.B.C, reports. This business paper 
is a member of the Audit Bureau of 
Circulations. Ask for a copy of our 
A.B.C, report. 


SEND THE RIGHT MESSAGE 
TO THE RIGHT PEOPLE 


Paid subscriptions and renewals, 
as defined by A.B.C. standards, 
indicate a reader audience that 
has responded to a publication's 
editorial appeal. With the interests 
of readers thus identified, it be- 
comes possible to reach specialized 
groups effectively with specialized 
advertising appeals. 


ap Res ba yee 





The audited information in A.B.C. 
reports for business papers includes 
the following: 


How much paid circulation. 

How much unpaid circulation. 
Prices paid by subscribers. 

How the circulation was obtained. 


Whether or not premiums were used as 
circulation inducements. 

Where the circulation goes. 

A breakdown of subscribers by 
occupation or business. 

How many subscribers renewed. 

How many are in arrears. 
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REPORTS — 


FACTS 


CINCINNATI, OHIO 


AS THE BASIC 


MEASURE 


OF ADVERTISING 


VALUE 
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NO MATTER WHAT THE BAKER SAYS 
The Bread That's Best 
Still Tastes the Best 
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715 Fifth Ave. New York 22 














bet 55th and 56th 






































VISUAL MDSE. DISPLAYS, INC. 


on affiliate of The Greneker Corp 


Presents 
CLASS MERCHANDISE DESERVES THEM 


the incomparable MASS MERCHANDISE NEEDS THEM 
Craftmasters’ 
Christmas displays 


and Forms by A Greneker manikin is never a luxury. 


Fernand, Inc. 


For your convenience, our limousine service will operate to and from the Hotel New Yorker 
ond our fifth avenue showrooms during market week June 25-29 including Sunday. 
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Solving A Prop Problem At 


Marche's 


turing 


TYLED and 


photo-murals are 


processed in his depart 


ment proving ot 
use” at the Bon 


to Harold Mec 
three 


“more than novel 
Marche, Seatth 


Laren 


according 


display director for the firm's 
} 


stores 


Taking a national display contest first 


prize with the first production eight months 


ago, the technique is currently highlighting 


the downtown window publicity m= connec 


opening of the Bon’s $3,000,000 
Northgat« 


tion with the 
suburban branch at 
shop by the 


Produced in_ the display 


shop crew, the cost on 


photo-murals are such as to make the fre 


regular savings in 


quent use of this effective medium possible 
At the time th 
planning to mounting, are 


Same productions trom 
specifically dis 
rather than commercial 
this fact 


freedom of the 


play productions 
photographic 


ably in the 


ones shows tavor 


artists resulting 
displays 

First 
contest last 


prize in the Charm magazine win 


dow September went to the 


bank of three windows fea 
giant blow-ups of the magazine's 
In each, the figure of the model in 
was cut out and a mannequin 
wearing the national promotion out- 
fit posed in the opening Copy read, 
“Through these doors pass the best dressed 
women in the world.” 

Illustrating. fertile possibilities in a 
design and 
window 


Bon 


cover 
the door way 
same 


new 
mural presentation, a 


tront at 


helg of 
“Cavalcade of Progress” 
—Eight-foot blow-ups of the cover of Charm 
magazine were used for a group of Bon 
Marche displays; each was printed on two 
vertical strips of 40-inch photo-mural paper 
and mounted on reinforced half-inch wall- 
board with the edge built up for thickness. 

Four of the "Cavalcade of Progress” 
windows described in the article followed the 
pattern seen here. Free forms varied to fit 
the store front of each period and one win- 
dow from each was enlarged into three di- 
mensional form. Wire sculptured dates were 
glued with lacquer cement to the glass and 
held with tape until the cement hod set— 


store last month announced 
the opening of the Bon Marche-Northgate 

The problem in the first four “Cavalcade 
of Progress” unify five 


the downtown 


windows was to 
— merchandise, reader, date 
pictured, photo-mural, 
and model window from the same _ store 
front. This was skillfully done in composi- 
tion and in color 

Reader, 


diversified items 


of the former store 


mural, and model window 
forms on a single 
This unit was faced by two manne- 


were 
mounted on dowel 


stem 


tree 


quins to give us an audience feeling (and of 
to sell) 

The overall photographic gunmetal color- 
ing for seamless background and floor, wi 
date on the glass, and 
was carried into the model 
little with props 
were fogged gray, with a 
few pale remaining as highlights. 
The 18-inch models were done after careful 
study of the old photographs and research 
window methods of the 


course 


sculptured dowel 


mural edging 


window These windows 


and merchandise 


colors 


into display past 
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The Bon Marche 


The photo-murals were all  vignetted, 
fading off into white at the edges to give 
snap and contrast amid the gray tones, and 
to focus attention. 

The fifth “Cavalcade of Progress” window 
was built about a felt covered frame 6 feet 
deep to give an unusual effect of depth and 
perspective. Mannequin, model figure from 
the flapper era, the date, and the 8 by 7-foot 
photo-mural completed the setting. The 
mural was mounted on the wall 3 feet be 
hind the opening of the frame and extended 
beyond the field of view to give an effect of 
motion as the viewer passed by the window 

A sixth window in the series presented a 
cut-out photo-mural of the recently pur- 
chased Everett Bon Marche within a second 
three-dimensional felt frame, this 
one 3 feet square. The mount was scored 
on the back on the corner line of the build- 
ing and bent back to increase the illusion of 
depth. One car and street light were cut 
out and offset from the mural Scarf, 
gloves and handbag were tied into cut-out 


covered 


DISPLAY WORLD 


upper floor windows for a novel effect 
In the final window of the series, complete 
models of the new Bon Marche-Northgate 
were displayed against a background of 
“shoppers” and a full scale reproduction of 
a section of the balustrade at Northgate 
With no literature available on the sub- 
ject of equipment, production and mounting 
of photo-murals, the display shop crew at 


—At the upper right, special equipment de- 
signed in the Bon Marche display shop for 
processing photo-murals. A slide projector 
with 2.5 Ektar 7-inch lens serves as enlarger. 
The 4 by 5-foot easel on the wall holds 
smaller jobs; larg ones are temporarily 
stapled on the woll. . . . Lower left, reels and 
tanks for processing 8-foot strips of photo- 
mural poper; the reel is spun slowly through 
successive tanks holding the processing solu- 
tions. . . . Lower right, an additional way of 
handling wet photo-mural paper; the print is 
rolled alternately from one dowel on to the 
other, insuring complete access of the solu- 
tions to the surface— 


By ERNEST J. YOUNG 
Supervisor, Display Shop, The Bon Marche, Seattle 


the Bon Marche proceeded to develop their 
own methods. 

A powerful 4 by 5 slide projector already 
belonging to the department is used to 
throw the images on a wall. The scale is 
worked out, and any free form outlines de- 
cided at this point. The lens is stopped 
down from £45 to fll, and test strips ex- 
bring development time to 1% 
When all is ready the sensitized 
stapled on the wall and the ex- 
posure made. While it is being projected a 
vignette held in the path of the 
light to fade the edges out or to burn in 
backward areas of the negative darker 

The roll of exposed paper is then clipped 
on a dowel reel built in the shop and spun 
slowly in the developer tray. The reel was 
designed in the shop for quick handling of 
the wet paper and for ease of inspection 
during development. Later in the 
the paper is handled by rolling and re-rolling 
between wood dowels immersed in the tray. 

[Continued on page 109] 


posed to 
minutes 
paper is 


may be 


process 
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How A Famous Fur Store 


an integral part of th 
overall philosophy behind the famous 
Fox, Inc New York 
founded 


ISPLAY forms 
r firm of I J 
4 ity In the beginning, when he 
Mhe company, Mr. Fox decided to make the 
ram I. J. Fox with fine furs 
glo accomplish that end he chose to glamor- 


synonymous 
Mize furs, and inaugurated the series of “tut 


ae at I. J. Fox buying the 
z 


such as most 


skin 
platina” fox 
other 


auction, 
$11,000 


expensive single ever sold at 


paying 


a handsome 


Bor it There 
whillas 


Among them the first American « 
the first colored furs 

Fach season these firsts were made the 
ey tor ¢ 


angle was the 


followed glamor firsts 


lispl The glamor 
and «displays job 


lamor setting and highlight the 


was to 


Fox's son 


of the fine turs lL. J 


the president of the com- 
continuing his father’s 


Howard, is now 


pany and he is 
policy 

Renwick Taylor, display director for I. J. 
Fox, Inc., says such an approach raises its 
own limitations for display, and displaywise 
it means playing a symphony on a “one 
string violin” 

For the and then again furs 
lransition periods present difficult problems 
For when other smart shops along the ave 


story 1s lurs, 


nue are displaying resort wear, for example, 
laylor, 


I. J. Fox is featuring more furs 
—The emphasis is on glamor in the displays 
of |. J. Fox, in keeping with the nature of the 
merchandise. Renwick Taylor is display di- 


rector for the New York City firm— 





with his assistant Gustav Uhl, injects 
spring into the fur setting at such times by 
various devices, such as introducing blue 
birds carrying furs or labels about furs, or 
by having early spring blossoms, such as 
crocuses, pushing up through the snow, or 
by combining snow-laden winter branches 
with a garden setting. 

The store on Fifth avenue has two huge 
windows measuring 34 feet from the avenue 
entrance and each with an alcove, 
another 8 feet, which runs back 
area, making an overall 
for display use in 


to the 
measuring 
into the store 
length of 42 feet 
In width the windows are 15 feet 
window to the lobby 
alcoves are treated 


each 


window 
the wall of the 
S-toot 


trom 
gli Often the 
as stages 


About win 


three years ago these large 
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Handles Display 


dows were divided into three sections each. 
However, that arrangement is temporary so 
far as physical structure is concerned, for 
the area can be used as one overall display 
when desired 

In planning a display, Taylor Uhl 
meet for consultation with the merchandis 
ing people of the company and with Fox to 
plot out a schedule for a period of from five, 
six, or even eight weeks. This is a tenta 
plan, influenced by the cloth 
coming through. For IL. J. Fox 
carries a line of cloth and suits, 
along with furs, and display planning relates 
the furs with the cloth garments although 
each is kept in separate areas of display 
Such separation has proved to be 


and 


tive 
garments 


ype of 


coats 


a happy 
arrangement 


Following through from the consultation 


and scheduling, the ideas are developed in 
a l-inch scale model. 
Props for display are fabricated in the 
company’s own display shop located at 20 
West 36th street. Displays are usually 
changed every two weeks, but the schedule 
is subject to great flexibility. For 
in the case of the fur storage display used 
through the spring season, there is no defi- 
nite time limit Customer and 
weather are the Moth 
generally 1930 at 


instance 


response 
tactors 
around 


controlling 


displays started 


—Props range in form from totem poles to 
suggest the source of Alaskan furs to cutouts 
of skyscrapers, clocks, gondolas, or practically 
anything that will convey the idea of fine 


furs and where they are worn— 








By CLARA BALDWIN 


sy and the storage business is a 
considerable factor in the entire company 
picture. fore furs are handled through 
1. J. Fox than any other furrier in America, 
it is said, which is natural since they are 
regarded as the largest fur establishment 


in America if not in the world 


Fox, 


Often the moth-storage display is left in 
from five to six until the 
pany's records show that most of the cus 
tomers have brought their coats in for the 


weeks, ofr com 


summer 


moths of 
tasty 


creatures as the 
proportions enjoying 
a campfire in this season’s storage 
display were products of the lL. J. Fox dis 
About half the time a third 


Even such 


mammoth furs 


around 


play wor kshop 


[Continued on page 111) 





DISPLAY WORLD 


European 


LTHOUGH the use of paper sculpture 
A in America has declined greatly fol- 
lowing its vogue a few years ago, it is 
still used extensively in Europe, where it had 
its origination. The fine piece of workman- 
ship seen in the first illustration was done by 
W. Szomanski, of the London firm of Arthos 
and was done for the Rank organization. 

The same artist did the giraffe display 
for British European Airways as part of 
a campaign to stimulate travel abroad. 

We come now to a group of window dis- 
plays which are among the first to illustrate 
how display is being handled in Hamburg, 
Germany, in the American zone. The center 
and lower left displays on this page and the 
two occupying the same positions on the 
next are the work of Heinz Hoffmann, dis- 
play manager for Alsterhaus. They show 
quite definitely that the technique employed 
in German windows is along much the same 
lines as before the war 

At the upper left on the next page is an 
exhibit for Miles-Martin Pen Company, Ltd., 
designed by W. M. de Majo and L. Bram- 
berg, assisted by P. Harvey, all of London. 
“The small number of individual goods dis- 
played,” explains de Majo, “is notable. A 
rotating five-sided display case in walnut 
finish linked to a sycamore pole which sup- 
ports the egg-crate ceiling displays just one 
of each of the famous Biro products. 

“In the right hand corner a_ perforated, 
brushed brass frame carried an announce- 
ment that a handwriting expert was in 
attendance This pester was indirectly 
lighted and applied against two triangular 


—At the upper left and right are two display 

units done by W. Szomanski, of Arthos, Lon- 

don. .. . Center and left, by Heinz Hoffmann, 
Alsterhaus, Hamburg, Germany— 
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isplays 


panels in crimson with an abstract line pat- 
tern in gray. To the left of this and along 
the gray and white striped right hand wall 
was a series of 15-inch square transparen- 
cies, featuring Biro doodling patterns 
Clever lighting effect was achieved by the 
incorporation of different colored filters be- 
hind each transparency and reflector holes 
on all four sides of the metal frame, which 
throw a gay series of colored leaf-shapes 
against the light wall. The main and left 
hand walls in waxed cedar wood carry a 
showcase mural illustrating the theme ‘Biro 
pens for everyone, used throughout the 
world’.” 

This exhibit, as well as the one next to 
be described, was used at the British In- 
dustries Fair. 

Also designed by de Majo, assisted by P. 
Harvey, was the Ronson display in the 
jewelry section. Three circular table cases 
done in light mahogany and glass carried 
some of the newest lighter models. Brilliant 
lighting was achieved by the use of 12 cop- 
per-colored reflectors suspended from a false 
ceiling in black velvet, Against the white 
wall the company’s trade mark in copper- 
plated tube lettering stood out brightly yet 
with dignity Along the right hand wall, 
covered in black velvet, a series of three- 
dimensional posters in sycamore frames gave 
the slogan, “linked for smoking pleasure” 
On the left wall Ronson accessories were 
shown on abstract shapes against a panel 
covered in crimson upholstery material, sur 
rounded by a decorative frame made from 
copper metal ribbon 


—The exhibit settings and disploys at the 

upper left and right were designed by W. M. 

de Majo and L. Bromberg, London, assisted 

by P. Harvey. . . . Center and immediate 
right, by Heinz Hoffmann— 
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corsets and foundation garments for figures 
that lead active lives reflected the adver- 
tised feature of the merchandise by a model 
riding a merry-go-round horse, highly dec- 
orated in pastels. Two garments were sus- 
pended in a lofty position to create a feel- 
ing of action, with related merchandise 
grouped .on the floor and tied into one unit 
with strands of pearls. J. Boghosse, dis- 
play manager, installed the display to cap- 
ture a sense of riding high with a “Sweet- 
heart of a Figure” obtained through the 
magic of the store’s expert corset fitters. 
At all Peck & Peck’s Chicago stores a 
showing of paper crisp, tissue sheer, and 
wrinkle-proof cottons was timed with the 
advanced dates of National Cotton Week 
The fourth illustration shows one of the 
open-back Michigan avenue windows where 
David Wensel, display director, used a 
heavier display than usual to portray the 


Out-Of-Doors Leads Themes 


HE 
again as 
and the 
imaginative colors and weaves for town and 
country mixed and matched 
combinations gayer and more flattering than 


annual parade of cottons is on 


Chicago moves out otf doors 


versatile fabric is seen in 


occasions mm 


ever 

\ feature article in Life magazine inspired 
a showing of “Deep Country Cottons” at 
The Fair, shared with cameras and bicycles 
to imply action, (First photograph.) Reed 
display manager, created an 

backgrounds ot sky 
at irregular angles, and 


outdoor scene with 


blue, birch trees set 


fragments of fieldstone walls to glamorize 


Denims with wrap-around 
reds, 


the sportswear 
skirts in bright 
reflected the high 
appropriately dressed for summer fun 

{ ottons cast as the star of outdoor 
Marshall Field & Co., 


greens, rust and blues 


fashion story of being 
were 


in scenes at 


laid in the park, the zoo, the circus, and 
the country. At the right is a photograph 
of a scene in the country where grown-ups 
and children participated in pastimes that 
the wide open spaces afford. One side fea- 
tured young fashions with two children en- 
joying a pony ride, and for this rural 
activity hay substituted for the 
and gravel floor covering that suggested a 
more appropriate mood for the adult fash- 
that occupied the remainder of the 
window. A center white panel was simply 
decorated with descriptive scenes and motifs 
that called to mind the wearability of the 
promotional subject for such occasions. 
John Moss, director of design, demonstrated 
the of the season’s favorite in a 
colorful drama that occupied four windows, 
the clean simple lines of which exempli- 
fied the trend in modern display 

\ solo display at Goldblatt 


was grass 


1ons 


versatility 


Brothers of 


cotton. Large sunflowers and 
baled cotton filled in the background before 
two of the cotton that ap- 
the advertising poster of the 
manufacturer modeled along 
Chicken-wire heads 
cotton cotton- 
orange 


romance of 
which dresses 
peared ir 
fabric 
with summer millinery. 


were 


with coiffeurs of raw were 
arranged on an 
floor along with straw 

Cotton the 
wear in a window by G, (¢ 
( Lytton & Co., 
operation of a best seller, “The 
offered 
panels and all 
“Butercup yellow for your little Buttercup,” 
an idea that was well received by 


tops casually ex- 


celsior purses 

for baby 

Sowen at Henry 
with the 

Saby.” 


was favored fabric 
co- 
The 


way 


arranged 
showing a new baby color by 
of side merchandise 

customers 
as a substitute for the time-worn pinks and 
blues Blow-ups 
from the pages of the book, along with the 


assigned to new babies 


—Top, by Reed Schlademan, The Fair Store. 

Above, by John Moss, Marshall Field & 

Left, by J. Boghosse, Goldblatt 
Brothers— 


Co. 
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human interest readers that have made it 
popular, were used. Safety pins of wire 
were made by the display department for 
props and of course old “Doc” Stork entered 
the picture as the medium of transporta- 
tion. His cue, “Did you know the Stork 
brought you”, was taken from the book. 

A grouping of four windows at Carson 
Pirie Scott & Co. displayed Paul Sachs 
models against coral walls (last photo- 
graph). The lengths of fabrics that fashion 
the dresses were used for decorative effects 
which, in the window shown, were green 
and white. Clement Bradley, director of 
display, developed these displays as part of 
a promotion of good design in home fur- 
nishings which was unfolded in a series of 
nine windows, startling in their simplicity 
and emotional in color thought. 

The following displays are not illustrated : 

Mandel Brothers exploited the wisdom of 


In Chicago By SHIRLEY WARE 


white and tobacco brown.” Leaf-shaped cut- 
outs exposed the backwall of tobacco brown, 
the leaves appearing to be attached to a 
vine made of cigarettes. To garnish the 
floor the cutouts were fashioned into foliage 
plants abloom with tobacco-brown shoes. 
White organdies over blue and white cot- 
tons for street wear were matched with 
tobacco-brown by a sheer hat, shoes or a 
tobacco rose. A close observer might have 
noticed that the initials of the carefully 
worded copy were those that comprise the 
slogan of a popular brand of cigarettes 

At Maurice L. Rothchild-Evanston, Jim 
Murray, display manager, borrowed a bril- 
liant red, midget automobile of a foreign 
make to call attention to a showing of active 
sportswear for men, women, and boys. In 
a suburban city where commuters are a 
large percentage of the population the vivid 
color and novel design of the automobile 
caught the eye of many. Mr. and Mrs, 


[Continued on page 82] 





mating “city black with bright white” in 
four windows against a grayed background 
and at Charles A. Stevens & Co. black was 
mixed with white, without benefit of color 
The magic of contrast in extremes was 
illustrated by a white background orna- 
mented with shiny black plastic foliage, the 
foliage being used also to frame the four 
settings that featured cottons for hot wea- 
ther comfort. Stevens subsequently spon- 
sored “Peanut Brittle” as a new color for 
a sweet summer, complemented by deep 
brown or black. 

One of the most dramatic jobs of match- 
ing was accomplished by G. C. Bowen at 
Lytton’s for an early showing of cottons for 
daytime wear and formal occasions in white 
and brown. A series of five scenes was 
presented under the theme “Lytton’s Strikes 
a Match with Fashion's Trend in cigarette 


—Top, by David Wensel, Peck & Peck. 

Above, by G. C. Bowen, H. C. Lytton & Co. 

. « » Right, by Clement Bradley, Carson Pirie 
Scott & Co.— 











fast-moving, ad-conscious, vol- 


days, the ancient art of ex- 


N_ these 
ume-selling 
posing goods for sale in a concentrated 
market has at last been brought up to date 
The exposition and trade show has become 
a recognized merchandising medium, is get 
share of the advertising 


moving the goods. So 


larger 
dollar, and is really 
completely has the medium proved its worth 
that many large and small, 
have set up separate departments whose sole 
“follow. the Through 
intelligent planning, 
market 
contact 


ting an ever 


corporations, 


function is to shows” 


careful selectivity and 


these specialists are increasing the 
for thei 


with an 


products by face-to-face 


widening circle of new cus 
proved time 


quicker way to create 


ever 


tomers They have and again 


that there is no surer, 
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How To Get The Most 


a new market or completely cover an exist- 
or to reach that specialized 
who actually in- 


ing one 
group of technical men 
fluence buying 

But how many businessmen really know 
how to go about it? How many busy adver- 
tising men have had an opportunity to learn 
the ins and outs of industrial shows? How 
much authoritative literature is available in 
this highly specialized field? The truth of 
the matter is that too many exhibits are 
hardly planned at all, or are designed on a 
spur-of-the-moment, hit-or-miss basis—that 
often misses! 

There isn’t any mystery about why 
companies make their exhibits pay, 
fail to take full advantage of their 
Generally speaking, there are 


some 
while 
others 
opportunities 


antrisinr 


) Roche 


only a few basic rules for you to follow. 
If you keep these in mind, you're well on 
the way to a successful showing. 

Rule 1. Don't turn a deaf ear to the 
fellow who comes to sell you space in a 
show. Give him a careful hearing; he may 
be offering you a market which otherwise 
you would not reach. Be wise in judging 
his claims, and if he can convince you that 
your prospects will visit his show, ask your- 
self whether you can afford not to be there. 

Rule 2. Don't wait until the last minute 
before planning your exhibit. The day you 
sign up for your space, begin to determine 
how you're going to get the most out of it. 
This rule seems obvious, but you'd be sur 
prised how humanly prone most of us are 
to put things off 

Rule 3. Don't regard the 
“necessary evil”, an annoyance that breaks 
into the regular routine of your business. 
Consider carefully its cost against its circu- 
fact that it brings 
buyers together where they have plenty of 
time to inspect and to listen. Remember, 
they've all taken the trouble to come to see 
your goods (sometimes even paid admission) 
Could you ask for a prospect 
list Such a show 
period 


show as a 


lation-value and the 


more “live” 

s often the greatest 
e 

your 


possible concentration of 


market 

Rule 4. Don't take the position that any 
old thing will do as a display background 
will sell itself. Re 


that your merchandise 


—A game of skill is used to excellent ad- 
vantage in bringing customers to the Best 
Foods booth, as cloth practice golf halls are 
tossed at openings before which replicas of 
the exhibitor's products swing slowly back and 
forth. . Spectator participation is one of 
the features of the airport lighting exhibit, 
used on the General Electric exhibit train de- 
scribed elsewhere in this issue, . .. In the 
“Gantrisin" set-up (a self-packaged display) 
the center unit is a large drum in which six 
Kodachrome transparencies flash on in rota- 
tion. .. . All exhibits pictured with this article 
are by lIvel Construction Corporation— 
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—A good example of quiet dignity and pres- 
tige are indicated in this medica! show exhibit 
for Hoftmann-LaRoche's “Prostigmin". Copy, 
pictorial and story elements ore restrained 
and done in cool, quiet color’ schemes— 





member, your competitor will be there too, 
and your presentation must not be less com 
pelling than his, or your goods will seem 
less desirable. If you've paid good money 
for your space, follow the same principles of 
good advertising as would govern your 
preparation for the layout of expensive 
magazine or newspaper space or radio time. 
The advice of an exhibit specialist is always 
worth its cost. 

Rule 5. Don’t send the office boy and the 
porter to the show to warm the chairs in 
your booth. Let your best salesmen meet 
their customers there, act as though they're 
glad to see them, and gather new leads for 
later follow-ups. Let the sales manager and 
your key executives spend some time listen- 
ing to the consumer's objections and com- 


F L of t By LESLIE LEVI, President 
ro | Y } x | j S Ivel Construction Corporation, Corona, New York City 


parisons, noting his reactions to! your stand- 
ard presentation. What an opportunity to 
correct mistakes, and to feel: the actual 
pulse of your market! 

Rule 6. Don't forget that your booth dis- 
play is “three-dimensional advertising” and 
should be based on a certain well-defined 
exposition psychology. Like all other ad- 
vertising, it should arrest attention by its 
color, its form, or by light or motion. It 
should stop the prospect wandering down 
the aisle, and cause him to turn for a sec- 
ond look. Get him interested in your prod- 
uct. But to be 100 per cent. efficient, it 
must do more. By its very nature and 
appearance it must deliver a definite sales 
message — your merchandising story. 

Remember that when you participate in a 
trade show you have actually turned the 
tables on your customers. Instead of you 
having to spend your time and your money 
“calling on the trade”, carrying enough 
sample cases to show your full line and get 
ting enough time and attention for a com- 
plete demonstration on each call, the cus 
tomers are now spending their time and 
their money to come to see what you have 
to offer. _If you don’t take the trouble to 
do a professional job of exhibiting your 
wares, you are throwing away what could be 
an opportunity to perform a really eco 
nomical selling exploit. It's important to 
realize, too, that at a trade show the little 
fellow gets exactly the same break as the 
big dominant companies. He has the same 


opportunity to show his goods, meets the 
[Continued on page 99] 


—A compact traveling display, flexible for 
varying space sizes, is the one for "Thephorin’’, 
a product of Hoffman-LoRoche. A mechan- 
ical device automatically turns the book pages. 
...A technical and scientific story is effec- 
tively told in the medical exhibit for “Philip 
Morris"; photographic transparencies are illu- 
minated, and the rabbit's eye has two cycles 
of condition tied up with the scientific story 
told in the exhibit— 
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—Cust fid and shopping ease 
are principal factors in the designs suggested 
by Hoffmann and Heidrich in the four cases 
described here. No. | has shadow-box dis- 
plays on the right wall; beneath the openings 
is a free-form shelf for additional display. 
The left wall is a diamond-patterned mirror 
which reflects the backs of the coats. General 
lighting is fluorescent, with spotlights thrown 
on the mannequins— 


FUR store must have atmosphere. The 
f - Nefotecbersed must provide a feeling of 
comfort, drama and efficiency. 

The comfort will allow the customer to 
relax. The woman spends $5 in a 
millinery store does not expect too much at- 
tention. There are usually a number of 
other waiting to occupy her seat, 
creating enough unrest to make the most 
comfortable armchair uncomfortable. But 
when a woman decides to invest the triple 
or quadruple amount of her monthly rent for 
a fur coat, she wants to be at ease to review 
and to reflect 

While the 
ieustomer, the drama is conceived to highlight 
The furs on permanent dis- 





who 


customers 


comfort is planned for the 


the merchandise 


play must dazzle the customer as she enters 
Not every furrier wishes to display ten to 
fifteen coats at all times. But two to five 
garments should be in view to whet the 
visitor's appetite And these few models 
should be presented enticingly against beau- 
tiful backgrounds in the lighting 
Until the General Electric deluxe cool 
white bulbs are on the market, we will have 
daylight and real blue fluorescent 
To avoid cheap false brilliance 
frosted 

light To 


correct 
new 


to use 
tubes mixed 


on expensive furs, louvres or glass 


should diffuse the rays of the 
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eliminate any unpleasant reddish cast, mink 
furs should be shown where no incandescent 
lights are nearby. Wall and carpet colors 
should belong to the muted gray family. 
The efficiency angle benefits the store 
owner. Furs are usually kept in vaults. The 
vault must be easily accessible to the sales 
personnel. However, they must not betray 
their function as far as looks go; they must 
be attractively incorporated into the store 
interior as a whole, If models present the 
furs in rotating fashion reviews, there should 
for them to change. 


be a comfortable space 
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Building Atmosphere Into 


All these requirements can be taken care 
of in the foft, in the small store, in the 
medium sized shop and in the luxurious 
salon. The ingenuity of your store designer 
will make it possible that all requirements 
are fulfilled under the most difficult cir- 
cumstances, 

In the question regarding the choice of 
modern or period furnishings the fur store 
does not differ from any other store. Our 
readers will remember that according to our 
opinion each store, store owner arid clientele 
expects a different and individual approach. 
In our illustrations we have tried to indicate 
that it matter so much one way 
or the other 


does not 


As long as the architectural shell 
the walls, ceilings are 
clean-cut and ready to receive modern light- 
ing, air conditioning and floor-covering, the 
furnishings such as chairs, sofas and tables 
may be period or modern. Even a_ period 
chandelier in one or two spots may turn out 
to be very attractive, if it does not interfere 
with flexible spotlights, fluorescent 
fixtures, and recessed indirect lighting. 


namely 


doors, windows and 


louvred 


With this in mind one can introduce that 
Venetian chandelier, or a few Louis XV 
chairs, a baroque imported 
Renaissance grill gate. However, allow them 
Do not crowd them with 
own kind. There must 
remain a exquisite rarity given 
additions to the room. The clean 


sofa or an 


to stand out alone. 
their 
feeling of 


too many of 


these 


—-No. 2 is a design for a slightly larger store. 
A curved parapet with inserted plants serves 
as background for a curved period sofa and 
as a partition for a desk and wrapping table 
behind it. Two period doors lead to the 
vault, on the right, and the workroom, on the 
left. The chandelier is for embellishment, the 
principal lighting being recessed— 
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Fur Stores 


modern backgrounds and the contemporary 
light must be allowed to lift this period 
furniture out of the second-hand 
mosphere. 


store at- 


Our example for a_ strictly contemporary 
“loft”, as it might be termed, is that of 
interior No. 1 with a curtained window in 
the back facing the street. At the right, a 
room is partitioned off to provide space for 
the vault and for the model to change coats. 
The wall of this partition facing the room is 
treated in modern fashion with small win- 
dows or shadow-boxes displaying fur accessor- 
ies. A free-form shelf-table beneath 
windows offers more space for display. On 
the left wall an elegant diamond shaped mir- 
ror pattern reflects the backs of the 
shown on a modern shape carefully 
lighted by the diverted light movable 
spots. General lighting the 
louvred and recessed fluorescent light on the 
ceiling near the small windows. For com 
fort, a corner group with a dramatic chess- 


these 


coats 
dais 
from 


comes trom 


man lamp is created in the foreground 
ae 


parapet with inserted plants serves as back 


Slightly larger is store No curved 
ground for a curved period sofa and as par- 
tition for a desk and wrapping table behind 
it. The two period doors lead to the vault 
While the 
fixtures 


at right and the work room ieft 


sofas and lighting 


ottomans, 
are of period character, the displays on the 
mirror niches, and the 


chairs, 


right hand wall, the 
—Principal item in design No. 4 is the grace- 
ful staircase, the walls of which provide com- 
fortable niches for sofas and 
tables. Modern chandeliers are the source 
of light for this portion of the store; the 
front of the salon, not shown in the sketch, is 
equipped with louvred fluorescent lighting. 
Fluted glass partitions ore the background 
for the display at the center of the stairway— 


modern low 
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—A central display space is provided in de- 
sign No. 3, as well as two display niches at 
the rear of the room and two more in the 
front portion. Setting these niches at on 
angle makes it possible to give the room oa 
hexagonal shape, i diately lifting its chor- 
acter out of the ordinary. Originally long 
and relatively narrow, the room is squared 
and shortened by the curtain at the rear— 





squareness, as opposed to the original oblong 
nature of approximately 26 by 40 feet. This 
division affords two equal sized rooms, one for 
work and administration, the other for display 
and selling, each of about 26 by 20 feet. 
Diamond-shaped mirrors hinges add an 
attractive feature to the interior. 

The large store No. 4 shows a suggestion 
of drama in the grand style. 


Decor and display are provided by the 
creation of an alluring staircase. The walls 
of the staircase afford comfortable niches for 
modern low and low tables. Modern 
fluted glass partitions are the background for 
the display upstairs and the separation from 


sofas 


and STEPHEN HEIDRICH 


Designers, New York City 


recessed lighting are designed for efficiency 
and flattery a la moderne. There is a lot 
of comfort provided by the deep sofas and 
chairs. 

Still larger is store No. 3 
seat and center display. A 
curtain divides showroom from vault, work 
and offices. However, we could 
visualize here just as well a dramatic 
wrought iron grill in period fashion. Two 
niches are the only display spots toward the 
rear, while two similar niches round the 
room off toward the front of the store. These 
niches, set at an angle, give the room a hexag 
onal outline, which takes the character of 
the store out of the ordinary. The curtain 
the room and creates a feeling of 


with a center 
simple modern 


rooms, 


shortens 


the back room to the store downstairs. 
Modern chandeliers are the source of light 
for this portion of the store. The front of 
this store, not shown here, is equipped with 
louvred fluorescent light. 

True to the tradition of 
WORLD we have demonstrated 
earlier issues where the display of merchan- 
dise is the main purpose of a store. How- 
ever, in the case cited in this article, the 
display of comfort and confidence receives 
more space than the few fur coats on view. 
The atmosphere itself is the means by which 
the attention of the customer is attracted and 
his or her desire increased to get a glimpse 
ot those precious models not on display but 
hidden in the darkness of the vaults 


DISPLAY 


cases in 
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New York City Displays 
W:: paler dea wie | egeolorag 


refreshing change in pace. Follow 
seasonal period, they 
and life 


summer 


ing a somewhat static 
have evidenced more movement 
well in with the stimulating 
varied as beachwear, evening 
and town clothes 
activities of a flexible 24-hour 


tune 
merchandise 
clothes, casual, country 
covering the 
day 

Daisies, that so truly symbolize early sum 
made a logical prop for 


John 


mer in the country 


Display Director R. Foley in three 


acy windows where the legend 
took the familiar 


loves me not im country 


quite 
naturally form of * he 
loves me he 
fresh clothes” 

enviable from 


The daisies, ot amplitude 


the gardener'’s angle, were of white honey 


combed paper with yellow centers and sus 
nicely com 
first 
of the flowers appeared 


floor of the 


pended from the ceiling in a 


arrangement, as seen in the 
More 


foreground on the 


posed 
photograph 


in the win 


The mannequins, favoring pastel 
shades of pink and yellow, were posed on an 
island of earth, thus enhancing the sug- 
gestion of the countryside 

\ mood for beachwear was also ably pro- 
jected in Macy windows when nautical 
props, including pilings, oars and a hand- 
some fish spelled out the word “Beach” 
with pointed distinction 

The large letters thus made were spaced 
across a boardwalk which was painted a 
brilliant orange. The major portion of the 
“letters” painted black, with bits of 
contrasting trim in orange, bright blue and 
yellow Bearing out the prediction 
window copy ‘Beach Scene 


Black and White Idea”, 


dow 


were 


some 
making the 


1950 the two of 


—Upper left and right, by John R. Foley, 

R. H. Macy & Co. . . . Lower left, by Henry 

Callahan, Lord & Taylor. . . . Lower right, by 

Winston Jones, Franklin Simon & Co... . 

(All photographs by courtesy of Virginia 
Roeh! Studio, New York City) — 


the mannequins wearing black bathing suits 
were posed rather coyly just back of the 
letters, while a third, wearing a white dress, 
observed the from her position on 
the sand covered beach. 

The invitation, “Come to Colorful Veni 
which made the headline in four Lord & 
Taylor windows, could hardly be resisted 
on viewing the setting by Window Display 
Director Henry Callahan. The copy 
tinued: “See the red Venetian Glass 
hear the golden-voiced gondoliers . 
the Palace of the Purple Doge 
don't cottons in Venetian 
the Young New Yorker's Shop” 

The windows as 
transformed as 


scene 


con- 


visit 
ae 
miss colors in 
such were completely 
illustrated; the romantic 
barque painted in the customary black and 
manned by the gondolier appeared to be 
floating through the canals of Venice. The 
fringed chartreuse canopy and tle colorful 
dress of the demure maiden with her large 
bouquet of flowers provided a striking accent 
color 
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Launch Summer 


A large mural of a typical vista of canal, 
abutted by houses and tinted in soft pastel 
tones gave a feeling of depth and sweep 
for the background. “Moonlight” was visi- 
ble through the cut-outs of many little win- 
dows in the dwellings. The soft lighting 
continued through the string of lanterns and 
the floodlights in the foreground 

Something new in the way of foods as 
decor was introduced by Display Director 
Winston Jones in the Franklin Simon win- 
dows, with settings carried out with the 
freshness and cool simplicity which marked 
the featured summer cottons. Garlands of 
artificial fruits, electrically wired so they 
were illuminated by lights concealed in them, 
were carried against a fine split bamboo 
blind hung before the backwall. 

The purple of the eggplant, the green 
melons, yellow bananas, etc., all provided a 
pleasing picture in contrasts. The large 
green and white caladium leaves and woven 
trays combined with the fruits all con- 
tributed to the mood of airy lightness. 
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Yellow seamless paper covered the floor of 
the window and the two mannequins were 
flanked- by potted growing and by 
rattan stools for displaying accessories 
With the usage of a modicum of props 
which distinguishes Display Director Gene 
Moore’s presentations, attention was focused 
on black and white dresses referred to on 
the streamer message as “B. H. Wragge is 
a Bonwit cult”. The casual simplicity of 
the summer styles was continued in the 
setting, where circles of natural finish wood 
and in varying dimensions fitted as 
a galaxy of spheres. Held in position by 
natural color rope attached to floor 


ferns 


were 


and 
ceiling, the background was completed with 
an additional though limited number of the 


—Upper left and right, by Gene Moore, Bon- 

wit Teller. Lower left, one of a group 

of nine displays created by well known mod- 

ern artists at Saks-Fifth Avenue to publicize 

the Benefit ball of the Artists Equity Associa- 

tion. Lower right, by Louis Villelo, B. 
Altman's— 
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roping strands, which were also carried on 
a vertical line. Dark brown wood flakes 
filled the floor of the window, which was 
one of a series of eight 

Vibrant with color and with the easy flow 
of rhythm were the displays when Moore 
showed “Bonwit's limited editions from the 
Tillett”. The copy on a white 
streamer written in vari-colored let- 
ters, which repeated the brilliant colors of 
the merchandise or sharp black and white 


house of 
was 


contrasts. 

Oriental wind-bells which picked up the 
vivid colors of the “limited editions” gave a 
lilting quality to the settings, this heightened 
by the pose of the mannequins. The wind- 
bells, plastic hung freely from a 
series of many rods painted in muted tones 
and which projected at many angles from a 
center painted an off-white Seach 
sand covered the floor of the window and 
blue lights bathed the backwall 

When Saks-Fifth Avenue (Display Di- 
rector Sidney Ring) turned over for display 
nine of its Fifth avenue windows to a 
group of well known modern artists in order 
to publicize the Benefit ball for the Artists 
Association, the results drew com- 
flavor 
window 


mobiles, 


pole 


Equity 
ments of 

The illustrated 
scribed by a quotation 
reviewer, Aline B. Loucheim on the art page 
of the New York Sunday Times. 

“What a group of painters can do with the 
alien problem of designing in the three- 
dimensional stage of a store window is now 
visible at Saks-Fifth Avenue. . The win- 
dows are fun, eye-catching, entertaining, 
gay. They are related to the art of our 
time, but that art has been intelligently re- 
cast to suit the particular job.” 

Of this illustration, continued Miss 
Loucheim, “another ingenious scheme is by 
Chavez and Millman, involving panels with 
free form cutouts hung at different planes 
in depth, with light dramatizing the space. 
The mannequin is integrated into the whole, 


every 
can best be de- 


from a competent 


one 


By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 


peering through one of the cutouts and set- 
ting the color note.” 

An imaginary dream-world which showed 
summer lingerie quite literally up in the air 
in a series of Altman windows was titled 
“Flights of Fancy for Holiday Living”, this 
being lettered in white on a floating night- 
blue cloud of papier mache which was sus- 
pended in the foreground by invisible wires. 

Developing the theme, Display Director 
Louis Villela used two life-size figures of 
wire, painted soft pink, which drifted above 
the cloud and above the magic pink coverlet 
which was suspended in space by 
invisible wires 

A scroll of night-blue seamless paper cov- 
ered the backwall and was carried to the 
foreground of the window. On this night 
sky were applied tiny patches of white paper 
scattered irregularly; and most important, 
the sky also showed little pin holes through 
which lights flickered, creating a convinc- 
ing effect of twinkling stars. No addi- 
tional light was used in the window. 


also 
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by ae ehring 


Display Designer and Consultant 
New York 


Arrangement: Early signs of fall are depicted in 
this first sketch. The disploy consists of three 
definite units, well balanced. 


Properties: The mannequin is centered in this d splay 
to give importance to the new fall suit she is 
wearing. The branch of a tree extends up on her 
right, and on her left appear falling leaves. Copy 


ard is shown in lower right of window. 


Arrangement: | 
younger grou; 


yrranaement 


Properties: | 


wckgr 


Arrangement: The August fur sale is one of the big 
promotions of the year. This display consists of 
three units with mannequin again centered. 


Properties: The fur coat is the center of interest in 
this display. The large synthetic snowball in the 
upper left of the window is made to resemble the 
globe with the Americas in relief. Over North 
America there is a heavy blanket of snow. To the 
right of the mannequin brown and yellow leaves 
appear to fall to the ground. August fur sale 
streamer and copy card are displayed on the 
floor of the window. 


1950 
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COMING UP 


Arrangement: This men's shoe window consists of 
one definite unit. The shoes are limited in number 
to give the window an uncluttered and neat 
appearance. 


Properties: Miniature goal posts and a series of 
college pennants make interesting and colorful 
props for this shoe display. Copy card is placed 
on floor of window. 


Arrangement: Another back-to-school promotion 
for the college student consists of three units nicely 
balanced. 


Properties: Grecian columns create a scholastic 
theme for this college display. The white columns 
may be spotlighted in amber for an interesting 
effect. 





Arrangement: Three units are seen in this students 
display of campus clothes. Neatness is noted 
throughout ond merchandise is limited. 


Properties: A lecture chair is centered in this dis 
play and on either side of it is arranged the campus 
Football, pennant and books are 


16 cocec props 
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102 To Exhibit At Mar 


By JOHN F. BOWMAN, JR. 
Managing Director, NADI 


S May ends and the annual Display 
A Market Week of the National Associa- 
tion of Display Industries grows closer, 
the total number of exhibitors for the New 
York City June 25-29 stands at 102 
out of a membership of 127 
with 109 firms exhibiting last year 
All indications excellent at- 
tendance when Market Week gets under way 
at the Hotel New Yorker, record 
crowd to hear the report on the second phase 
of the display research 
by the NADI and conducted by the 
of Retailing, New York 
the direction of Professor 
This report 
Statler on the 


show 
This compares 


point to an 
with a 
sponsored 


School 
under 


program 


university, 
Howard Cowee 
given at the Hotel 
afternoon of the 27th. Ad 
nature of the re 


will be 
vance information on the 
search appears below 

The Display Market Week for 1951 nor 
mally would be held in Chicago in June, but 


due to the fact that a number of other 
events are scheduled for that city during the 
usual Market Week period it may be neces- 
sary to make other arrangements. Accord- 
ingly the NADI office has sent approximately 
500 questionnaires to display directors and 
members of the NADI to request their sug- 
gestions as to the time and location of the 
1951 event. This will be used as a guide for 
the NADI board of directors when it meets 
during the New York City show. 

Added space assignments since the end 
—These are some of the displays tested for 
pulling power during the second phase of the 
NADI-NYU research project. Upper left, by 
Frederick Yost, Wanamaker's, Philadelphic. 
. . . Upper right, by Fred Zimmerli, Sanger 
Brothers, Dallas. Lower left, by Toni 
Cipolla, Halle Brothers, Cleveland. ‘ 

Lower right, by W. E. Ten Eyck, Donaldson's, 

Minneapolis— 


JUNE, 1950 


ket Week 


of April. include: Harold Gale Displays, 
Kansas City, Booth 1-A in the Grand Ball 
Room; Metal Goods Corporation, St. Louis, 
Room 620; Santa Novelties, Inc., Savage, 
Md., Room 520; Frederic Shipman, New 
York City, Room 521; Abacot Displays, Inc., 
Bedford Hills, N. Y., Room 621; Ankerum 
Mfg. Company, Philadelphia, Room 535; 
William L. Baer Company, New York City, 
Room 647; Micharno Displays, Inc., New 
Hyde Park, N. Y., Room 649; Coy-Disbrow 
Company, New York City, Room 708; Price 
Fabric Company, New York City, Room 710; 
Formo Displays Company, Burbank, Calif., 
Room 725; Mutual Display Mfg. Company, 
Cleveland, Room 740; Plasti-Form Products 
Company, Chicago, Room 743. 

Applications for reinstatement in the or- 
ganization have been made by three firms 
resigned at an earlier date. These 

[Continued on page 80] 
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Light . . . fluffy... realistic sparkling snow from Metal 


£ 
& 
; 
| 
; 
< 
} 
f 
: 
: 
; 


Goods...made of pure white plastic...and ready to 
add a glamorous wintery touch to your displays! 
Flame resistant and easy to handle, easy to clean up, 
it's the ideal display material. Available NOW in the 
new BONUS-BUSHEL cartons. 


*Over 1-1/20 bushel at the bushel price. 31/4 ibs. gross. 2 Ibs. net. 


5201 Brown Ave. St. Louis, Mo. 


METAL GOODS CORPORATION, 5201 Brown Ave., St. Louis, Me. 
Please quote me prices on “Bonus-Bushel" Snow 
Name 
Firm 
Street Address 
City Zone State 
(0 | am a jobber ) My Jobber is: 
Name 
Street Address 
City 


— me ee ee ee ee ee ee ee ee ee oe 
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—The reception desk is made from bleached 
mahogany with oa light green perforated 
“Masonite” base. A painted, canvas-covered 
screen, suspended in air by tall wooden 
pylons, provides a bockground— 


HEN Bonwit Teller, Philadelphia, 
decided to add a luxurious beauty 
salon to the store, the store called 


Adolph Novak 
The emphasis in the 


on Architect to design the 
addition 


is on 


new salon 
sophistication, and 


of the show- 


suaveness and 


already the new addition is one 
places of the city 

Done in modern style throughout, the re 
ception sets the key for the 
the salon As the customer enters, her at 
tention is immediately attracted to the re 
desk stands in the far left 
corner of the room. Designed by the archi- 
tect and made from bleached mahogany, the 
desk has a ledge 
when 


room rest of 


ception which 


high enough tor customers 
filling out registration 
base of the desk is of 
“Masonite,” and the 
deep plum color 
Serving as a background for the 


to write on 


cards The green 


perforated legs are a 


desk and 


as a display board ” various new hair 
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Bonwits New Beauty Salon 


floating screen 


widely 


styles is a large, attractive 


suspended in mid-air by spaced 


pylons of bleached mahogany The screen 
bleached 
covered with painted canvas 

that the 
dramatic, 


itself is made from mahogany 


kept 


provided 


display must be 
Novak 
on which atten 
pin-up 


Believing 
restrained yet 
only one glass display case, 
means of two 


tion is focused by 


lights illuminating the display The case is 


showing new hair styles, as well 


related 
jewelry. In 


used for 
merchandise 
addition to 
framed 
from 


as displaying 
hats 
the case 


beauty lotions 


two or three carefully 


photographs showing hair stvles 














hung on the screen. 


and attention- 


various directions are 
The total effect 
getting 

Another point of interest in the reception 
dramatically lighted 


is distinctive 


room is the unusual, 


—Left, mannequins flank the entrance to the 
salon; the banister rail was designed to carry 
out the window-pane motif of the wall. . . 

Center, the cosmetic bar is the only merchan- 
dising feature; a minimum of stock is dis- 
played on its top. Right, the bor as 
seen through the screen of wooden pylons 
dividing the reception area from the salon 

proper— 


wall of wood that separates the room from 
the outside corridor. The wall, painted in 
two tones of gray, has a window pane design 
of wood strips applied directly to the sur- 
from from a 
fluorescent lights in the ceiling. 
The wood is so highly finished that the 
glow of light often resembles real sunlight. 
The treatment of the other side of the 
seen as the customer ap- 
enters the salon, is slightly 
strips of wood in a 


face: lighting comes above, 


strip of 


wall, which is 
proaches and 

different. The 
window-pane design are used but instead of 
being applied directly to the surface of the 


[Continued on paye 102) 
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CAN TAKE A PEEP 
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DURING MARKET WEEK IN NEW YORK 
JUNE 26th TO 30th 
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Our Complete CHRISTMAS LINE will be on 
Display in our SHOWROOM ONLY from June 26th. 


36-38 West 37th Street 


RY cs 


Don't fail to Visit Us! 

Don't fail to Attend the Second Visual Merchandising Report at Hotel Statler Ballroom, 4:00 
P. M., June 27th. 

Don’t fail to make your Hotel Reservations now! 


OUR THIRTIETH YEAR SERVING DISPLAY 


TM Gea 








ARTIFICIAL FLOWERS 
DISPLAY DECORATIONS 


36-38 WEST 37TH STREET 
NEW YORK 18, N. Y. ART DISPLAY STUDIOS 
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DISPLAY 


...on and off the record 





—Howard Abrahams 
(right), manager of the 
Visual Merchandising and 
Sales Promotion Groups of 
the Notional Retail Dry 
Goods Association, and 
Louis A. Banks, mid-year 
convention chairman of 
the YMG, offer each other 
congratulations on the suc- 
cessful meeting held in 
Los Angeles recently— 


—This is Frederick B. 
Asmussen, display man- 
ager for The Myer 
Emporium, Ltd., Mel- 
bourne, Australio. This 
is the largest store in 
the southern hemi- 
sphere, with a store 
space of 59 acres and 
a staff of 7,000; there 
are 113 windows on 
three streets— 


eViad Thomas, who . “8 —On an outing to Bear 
bperates a display serv- : : =e Mountain Park, New 
te in Milwaukee, is an ‘ my York, were Bernard 
rdent sailor and é Robbins and Bruno 
ends as much time as ; ‘ ; : Herzberg when this pic- 
Fossible on the water. i ‘ ture was taken. They 
is photograph was , are the principals in 
ken at Lake Placid, ; ; ‘ ; - the display firm of 
la., where Thomas is i ; a. Herzberg-Robbins, Inc., 
member of the South , ‘ 7 Hag age — _ 
Wi : , a 3 4 ! ‘© right, Robbins, Ray 
ad ask f . Ogens, Mrs. Herzberg, 
and Herzberg— 








PHOTOGRAPHS for this 
page are always welcome. 
—A hearty handshake and congratulations are . ; 5 Address them to DISPLAY 
offered by J. C. Penney to R. E. Rodgers at a 4 j WORLD, Cincinnati |. 
breakfast meeting held at the Denver Penney , ' 
store No. 1294. Rod- 
gers, who is in charge 
of display, and his 
staff had just finished 
a bank of 16 windows 
and four floors of 
interior display in 
preparation for the 
chain's annual “dress 
carnival” promotion— 


—W. Arthur Gray, display 
director for Lansburgh & Bro- 
ther, Washington, and chair- 
man of the Visual Merchan- 
dising Group, NRDGA, makes 
a good point while address- 
ing the Baltimore Display 
Guild the evening of May 16. 
At Grav's right is Thomas E 
Schenkel, president of the 
Guild, and at Schenkel's right 
is R. C. Kash, editor, DISPLAY 
WORLD— 
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FOR BACKGROUNDS, BASES, COLUMNS, 

DESIGNS, PLATEAUS, PEDESTALS, 

TRIMMINGS, COVERINGS, STRUCTURAL NU-CURVE 

EFFECTS, and ALL SORTS OF WINDOW One-inch inverted precision 

and INDOOR DISPLAY PROPERTIES flutings look like expensive 
wood, plaster or plastic. 

ATTRACTIVE—Uniform flutes give highlight-shadow Satin or gloss finished in 

tonal effects for three-dimensional rippling color. No eleven full-strength colors 

finger-marked or disfigured corrugations. and white. 

STURDY—Strong fiber censtruction helps prevent 

crushing, sagging or buckling even at maximum height. 

Requires less support. 

COLORFUL—Brilliantly surface-coated with new type 

pigments in a complete range of colors including white. 

Fade resistant. 

SPEEDY—Rolls freely around walls, posts and other 

display structures. Cuts, scores and folds easily without 

cracking or chipping. : : half-inch guides and two sizes of 

ECONOMICAL—One of industry's most inexpensive scallops. Ten full-strength colors and 

materials in large or small quantities. Cuts display costs, white. Also printed, embossed and 

yet is superior in beauty. frosted designs. 





USE THIS COUPON! 


Shetmuan PAPER PRODUCTS CORPORATION 


Newton Upper Falls 64, Massachusetts 


LOS ANGELES NEW YORK CHICAGO 
1646 North Spring St 220 East 42nd St 1414 South Wabash Ave. 


Sherman Paper Products Corp. 
Newton Upper Falls 64, Mass. 
Please rush FREE copies of new Sherman display 
literature checked below:— 
[_] NU-CURVE Sample Book 
[] CORRODEK Sample Book 
C) Display Guide Book 
Name 
Company 
Address 
City 


» 
Come wm ee mmm te 
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My Life In Display 


By IRWIN G. CULVER 


(Irwin Culver is a name well remembered 
in display as one of its early pioneers and 
leaders He was one of the best wax 
mannequin sculptors ever in the field, his 

selling for as much as 
this human and 
told in his words, 
in display 

Masonic 


character 
$500 
interesting 


hgures 
each In intensely 
own 
Culver, now 


Home, Utica, 


article, 
he reviews his life 
81, resides at the 
N. Y.—Ed.) 
WAS born on a farm in Niagara county, 
N. Y., on 26th, 1869, and was 
reared on the farm and attended the old 
18 years of 


December 


county schoolhouse until | was 


age. I was then sent to an uncle in Rock- 
land, Mass., who had a prosperous general 
During a year there I be- 
conscious that I had little edu- 
cation to face this world. I returned to the 
farm and told my story, and it was then 
I decided I could attend a business college 
in Rochester. After finishing there, with 
no distinguished degrees (except perhaps 
spelling and other shortcomings) 
I obtained employment with a railroad car 
repair shop as assistant stock keeper. 


store business 


came very 


phonetic 


After a few years I was sent to Chicago 
for the same company as store keeper. Dur- 


ing my time there I was married to one of 
my childhood sweethearts, down on her 
uncle’s ranch near Sherman, Texas. Back 
to Chicago for a couple of years, during 
which time this railroad company had built 
a large car manufacturing plant, now known 
as East Rochester. I was then called back 
to Rochester as head stock keeper. 

During my years there, | met a man who 
was teaching a new technical garment pat- 
tern drafting system. I became very inter- 
ested and joined his classes. This became 
my first awakening of a latent artistic 
temperament, and I set out to perfect myseli 
in the garment building line; later I was 
considered to have done so. Then sensing 
there was no future or personal ambition in 
my railway work, I resigned. 

I did ladies’ tailoring in my home until 
my teacher Torento 
Canada. I went with him, collaborating in 
making a textbook of this system — 
engaged with a garment factory during the 
teaching at his evening classes. 
During this period a company had been 
formed in New York under the name of 
Home Pattern Company to open a factory 
for making the tissue paper patterns of the 
and ladies’ garments 
[Continued on page 105) 


opened a school in 


new 


day and 


designs styles of 


—Two of Culver's character heads in all their 
infinite detail are shown above and are recog- 
nized again in the display at the left; the 
latter was used by Abraham & Straus, Brook- 
lyn, for a patriotic display of World War | 
and showed oa mother reading a letter from 
her soldier son, while the father traces the 
son's activities on a map. .. . Upper right, 
Culver stands beside one of his most famous 
figures— 
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THIS IS WHAT YOU'VE BEEN WAITING FOR — 


ff “to THE NEW, SENSATIONAL GIANT PLASTIC BOX 


Stock your stock in the Plastic Box . . . that holds 50% more merchandise than any other 
on the market. In history! Crystal clear Plastic Boxes . . . So sturdy they last a lifetime, so 
economical they actually save you money! That's right, the great, sensational GIANT 
stores 50% more merchandise . . . which means.for the same shelf height you need ' less 
Boxes. Figure it out! 4 less Boxes represents a one-third saving! And today, that's mighty 
good business, friend. Here is visual merchandising plus dust proof protection of stock at 
positively its lowest possible cost. 


LOW! LOW! LOW PRICED! 
GIANT SIZE #615 


15” long, 11” wide, 6” deep 
each 
12 or more 


Less than 12 Boxes 


$00 
each 





HERE’S THE IMPORTANT KID BROTHER! 


Exact replica (small edition) of the GIANT! 
Usual, 4” deep, regulation size box . . . with 
all the same astounding feotures . . . but 4 
less capacity. Get maximum use of shelf space. 
Maximum visual merchandising! Pair with 
GIANT, match and mix. Whatever the case, 
what a team! 


REGULATION 
SIZE #415 


$ 25 15” long, 11” wide, 4” deep 
each UNBELIEVABLY LOW PRICED! 


e 
12 or more inriomcaaree 


immediate Delivery 
Satisfaction Guaranteed 





Long, wide and deeply perfect! That's GIANT, the stock box with 
101 uses. For counter, shelves, window display, GIANT it is! 
Giant Size . . . Giant Value! It has everything! Everything . . . 
and more! Never before so much perfection in a stock box. . . 
or such a wonderful display-way to show off all folded apparel! 
Clear Transparent Plastic . . . and 6” deep! Magic-plated dis- 
appearing pull handles plus Tru-fit lid . . . Dust and Dirt Eliminator, 
Mark-down preventer, color and freshness protector. Smooth-as- 
satin . . . and just as handsome! Nothing to replace or wear-out 
. .. Non-seratch, non-skid runners for fast, easy stacking. Really 
built for service! Definitely quality . . . from the word ‘‘go."’ Do it 
now! Get a full supply of Giant-Size Plastic Stock Boxes. Show, 
and show-off your merchandise . . . and you'll show more profit! 
GIANT is an out-and-out sales-flirt, a large, plastic miracle that 
will mean money-in-the-bank for you. Don't delay, ORDER 
TODAY. Now! 
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Hecht Anniversary 


Tying in with the “Miracle of America” campaign of the 
National Retail Dry Goods Association, a series of 12 win- 
dows on this subject was used by The Hecht Company, Wash- 
ington, as part of the store’s 54th anniversary program, Accord- 
ing to Earl W. Dorfman, display director, the success that these 
windows enjoyed was due primarily to the ground-work put 
into the gathering of authentic old materials by Sydney W 
Haken, window display manager, and the complete cooperation 
of the store’s resources, 

Main subject of the windows was the progress that has been 
made in manufacturing during the past 50 years. The corner 
window, however, seen at the upper left, depicted The Hecht 
Company of half a century ago. 

At the upper right, furs and fashions at the turn of the 
century were shown in contrast to the same merchandise in 
the modern mode. Twelve antique watches were compared with 
modern timepieces at the left of the display. 

Left, center, a cavalcade of corsetry. Lower left, a collec- 
tion of infants’ apparel dating back some 75 years; the counter- 
part of 1950 showed merchandise from Hecht's infants’ depart- 
ment. Lower right, some of the first electrical appliances and 
their modern replacements. 























GET AN 


EVEFUL 


See the latest models 





in our general line, 


and 


our new radically changed 





special mannequin. It has 
been carefully developed 
to fill several long stand- 
ing display needs, and 
warrants your inspection. 


C . BARRANGO 
MANNEQUINS 


579 MARKET STREET 
SAN FRANCISCO...5 
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—Left, R. Bottcher, Cox Brothers, president 
of the DASA. . Right, W. Barker, Myer 
Emporium, vice-president— 


veloping an esprit de those 


allied in this profession. 


corps among 


Certainly things are moving! 

The formation of the Display Association 
of South Australia was completed and we 
are proud to say that this association is the 
first in the Australian display field 

The panel of officers elected for a maxi- 
mum period of 12 months are: president, R. 
Bottcher; vice-president, W. Barker, Myer 
Emporium (S. A.) Ltd., Adelaide; secretary, 
R. E. Rogers, Cox Brothers; treasurer, 
J. S. Kennedy, Savery’s Piano's Ltd., Ade- 
laide; committeeman, I. E. Andison, Chas. 
tirks & Co. Ltd., Adelaide. 

These are the objectives of the association : 
encouraging high 


(a) Sponsoring and 
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Australians Form Association 


By RAYMOND E. ROGERS, Secretary 


Display Association of South Australia, Adelaide 


HINGS are moving “Down Under” 
With the expanding interest in display 


by store executives in recent years the 
profession has attracted a much wider field 
their 


store 


and 
talents to the 
merchandise 


ot men women 


artistic 


apply 
presentation 0 


eager to 


that 
South 
young gentlemen 


Knowing 
throughout 
two gallant 
R. Bottcher, display 
ager, Cox Brothers, (Australia) Ltd., 
B. Ackland, display and 
Menswear 


this interest prevailed 
Australia, it was felt by 
respectively, 
man 
and 
advertising man- 
ager, Store (who inci- 
dentally shouldered the burden of all initial 
preparation), that this 
its displaymen and 
establish an 


and advertising 


Thwaites 


numbered 

sufficient 
association The 
mature interest 
practically in de 


state now 
associates 
enough to 
purpose being to develop a 
and socially and 


assist 


oe eo 
ae 


standards of integrity in the art of display. 

(b) Developing and encouraging such 
methods of practice in display as shall con- 
stitute the greatest good to display merchan- 
dising 

(c) Providing a medium of exchange of 
helpful ideas for individuals confronted 
with common display problems. 

(d) To support, uphold and protect the 
character and status and advance the inter- 
est of all persons engaged in display. 

(e) To bring into mutual agreement the 
activities of any existing or future display 
association of mutual or general concern 

(f) To encourage the study of display in 


—Left, 
secretary. . 


Raymond E. Rogers, Cox Brothers, 
. » Above, J. S. Kennedy, Savery's 
Pianos Ltd., treasurer. . . . Right, |. E. Andi- 
son, Chas. Birks & Co. Ltd., committeeman— 


all its and for that purpose to 
arrange competitions or tests of proficiency 
in display and to offer or contribute toward 
prizes therefor, and to promote and give 
support to dinners, balls, conventions, con- 
ferences and meetings or other entertain- 
ments and to encourage professional and 
social connections between members of the 
display association, 


aspects 


national or charitable 
public nature in display 


(zg) To assist any 
movement of a 
matters 

(h) To establish, promote and encourage 
research work in display. 

(i) To encourage and assist junior mem- 
bers in all phases of the display field. 

(j) In collaboration with the Advertising 
\ssociation or similar bodies to assist manu- 


[Continued on page 93] 
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Now! ... The hottest item in the 


a : f. . 
ae ‘ 1 @ighy * 
’ > | Soe a 
Pia “er 
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PHOTO-MURAL fi 
FABRIC 


These complete window 
backgrounds now 
offered at only 


$ { = Eee 


THE GREATEST VALUE 
IN DISPLAY 














Design No. 13 
NAUTICAL SUMMER SCENE 
In Shades of Blue or Green 
Five Panels . . . . Complete, $55 


Prominent stores everywhere have been quick to grasp 
the powerful attention value of these beautiful scenic 
backgrounds. Now at the NEW REDUCED PRICE 
they are a better display value than ever. Write for 
pamphlet showing other scenes or Miniature Photo 
Murals on Fabric. 


Design No. 12 
COLLEGE CAMPUS — Back to School 
In shades of Green or Brown 


Complete, $55 








Design No. | 
RUSTIC WOODLAND SCENE 


In Shades of Green or Brown 
5 Sections . . . . Complete, $55 





Complete Showing of Ali Scenes In 


BOOTH No. 5 
June Market Week 


Hotel New Yorker, June 25-29 





ORDER DIRECT OR THROUGH YOUR 
FAVORITE JOBBER 


DECORATIVE DISPLAYS 


57-57 63d St. Maspeth, L. |., N. Y. 
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Good Signing 
Is Important 

The subject of proper signing is one that 
is receiving more attention these days than 
at any other time in the past, and de- 
servedly so 

As an indication of this, we find W. 
Arthur Gray, Lansburgh & Brother, Wash- 
ington, addressing the mid-year convention 
of the National Retail Dry Goods Associa- 
tion, in Angeles, on the elements of 
good signing. Joseph Apolinsky, Loveman, 
Joseph & Loeb, Birmingham, spoke on the 
same topic at the NRDGA convention in 
New York City a few months ago.  Indi- 
vidual meetings are going into the 
matter of signing in considerable detail 

While important in the 
store, good signs are perhaps 
within the interior. The customer needs and 
insists on information regarding displayed 
goods; she has only two sources from which 
to obtain it the sales person or an 
informative sign. The sign tells her what 
she wants to know while the sales person 
may be busy with another and 
may even accomplish the sale all by itself 
so that all the 
handle the final 
Her time is saved for other shoppers, the 
customer has saved time and irritation at 
waiting, and the whole selling operation is 
speeded up 


Los 


store 


windows of a 
doubly so 


customer, 


has to do is 
transaction. 


sales person 
part of the 


The trend seems away from the elaborate 
sign, for two reasons: There just isn’t time 
to do them, and the neatness and 
simplicity of the machine-written card have 
directly influenced the style of those done 
by hand in the traditional manner 


because 


And speaking of card-writing machines, 


today there is no excuse for any store not 
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having ample, well-written cards. Sign ma- 
chines now on the market can be had from 
the simplest kind to the most elaborate, 
in a price range from a relatively few 
dollars to several thousands. They are easy 
to operate and even an inexperienced person 
can learn how to work them in a com- 
paratively few hours 

The days of “Bathing Suits . $9.95” 
are over. Signs today must be informative 
and do their part in silent selling. They 
are a sales medium incorporated into the 
latger selling medium of display. 

Display Plant Expansions 
Bespeak Confidence In Field 

One of the significant trends in the dis- 
play field is the constantly recurring report 
of expansion moves on the part of factors 
selling to the display profession. This com- 
pany or that is adding more floor space, in- 
creasing production facilities, trying to do a 
better and larger job in display. 

During the past several months DISPLAY 
WORLD has had many such expansions 
reported in its columns, and there are several 
that are particularly noteworthy. Among 
them are these: 

Formo Display Company, of California, is 
taking over a new plant in Burbank, occupy- 
ing 20,000 square feet of floor space and 
spending $30,000 for additional equipment. 

A complete wood-working plant has been 
bought by L. A. Darling Company, Bronson, 
Mich., already one of the largest fixture and 
mannequin producers in the world, to sup- 
plement the firm’s plastic plant, foundry, 
and metal fixtures factory. 

American Fixture & Mfg. Company, St. 
Louis, in a few months will move into its 
new $2,500,000 plant. This firm also is one 
of the world’s largest manufacturers of 
fixtures and mannequins. 

American Model Form Company, New 
York City, has greatly enlarged its quarters 
and production facilities. 

Schack’s, Inc., Chicago, has moved into 
its own building with vastly greater space 
and remodeled the structure into a modern 
plant for the production of artificial flowers 
and the other specialties for which the firm 
is noted. 

These are but a few of similar moves on 
the part of firms whose names are familiar 
ones in display. They add up to a striking 
testimonial to the confidence these com- 
panies feel in the future of this field. 


Mass-Produced Display 
Spreading In Europe 

Europeans are becoming Americanized in 
everything but “fear of impending war,” says 
L. J. Engel, president, Einson-Freeman 
Company, Inc., following his return from a 
seven-week survey of retail advertising in 
Europe 

“Nowhere in England, France, Belgium, 
Holland or Italy was there the apprehension 
we display over the threat of imminent or 
impending war,” Engel said. “If the 
Europeans do have misgivings, they conceal 
their fears. 

“Everywhere, on the other hand, were 
unmistakable signs of American influence 
in the way of living, from housing and 
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homes to style, entertainment and business.” 

As a point-of-sale exponent Engel indulged 
in miles of pedestrianism daily, window- 
shopping and store scouting. The use of 
lithographed store and window displays is 
spreading widely and rapidly, he said, “par- 
ticularly where retailers advertise American 
packaged products and other consumer 
goods.” 

The greatest spread in the use of mass- 
produced window displays abroad appears to 
be in Belgium, Great Britain and Holland, 
according to Engel’s survey. 


Display Unlimited 
Adds New Service 

Morris Draluck and his associate, Daniel 
Rifkin, announce that a new service has 
been added by the firm Display Unlimited, 
Inc., 818 Biscayne boulevard, Miami 32. 
This will make available a complete retail 
display service, including installation, props, 
backgrounds and signs on a rental basis. 
The new department will be headed by 
Murray Sparaga, formerly with Namm’s, 
Brooklyn, and Hartley’s, Miami. Delphin 
Llaneza, formerly with Marshall Field & 
Co., Chicago, and Hartley’s, will head the 
art and production department. 

Representatives of the firm will cover 
Florida, Georgia, Alabama, the Carolinas, 
and Cuba. 


Morton Joins Madisonia 
As Art Director 


The mannequin refinishing firm of Madi- 
sonia, Inc., whose main office is at 164 West 
25th street, New York City, has made known 
the addition of David Morton to the firm's 
staff as art director and consultant at the 
Chicago studios, 1125 West Lake street. 

Morton has long been connected with the 
art, display and theatrical fields in this 
country and in Europe. His motion picture 
affiliation included specialized work in two 
Academy Award winners, “The Red Shoes” 
and “Hamlet”. In the mannequin field he 
was for some time with the Greneker Cor- 
poration and Magnani Mannequins, both of 
New York City; he resigned the latter 
position because of illness, from which he 
has now recovered. 


Supreme Display 


Moves Salesroom 

Murray Tenenbaum, trading as Supreme 
Display Equipment Company at 4 West 37th 
street, New York City, for the past three 
years now has his salesroom located at 34 
West 35th street. 


Many Applications 
For New Cement 


“Dekadhese” is the name of a new plastic 
cement for which many attributes are 
claimed, including cementing unusual ma- 
terials together for the first time. Among 
the qualities of the cement are absolute lack 
of color, fast drying, cold-setting, perma- 
nently flexible, and high wet-bond strength. 
Among the materials it will adhere are 
leather, glass, metal, fabric, sponge rubber, 
concrete, plastics, plaster, and woods. 
“Dekadhese” is distributed by Hayes Re- 
search Company, 12 Norfolk street, Cam- 
bridge 39, Mass. 


1 re haa 
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Introducing a brand new system for increasing 
sales in every department of your store! 


This beautiful ARROW merchandiser can be moved to any 


spot in your store to create Visual Impulse Buying. 
SWEATERS LINGERIE 





FA-106 — 6 compartment merchandiser 
Completely assembled — Venetian Maple — blond finish. $] 50 
Plastic trays not included in price. 6 





FA-109 — 9 compartment merchandiser $ ? 2 50 


Same as above. Plastic trays not included in price. 


294" base legs $)20 
PAJAMAS BLOUSES For use on tables as illustrated. EACH 


One dozen RESULT plastic trays $ 00 
S EXCLUSIVE LOCKING DEVICE Packed in cartons of 12 and 3 PER DOZ. 24 





~~; >) assures tight closure All merchandiser prices are FOB Phila. Tray prices ore FOB N.Y.C. 
CBE authorized Distribidor 
\ a SOLD THRU YOUR OR WRITE TO 


ARROW DECORATING & FIXTURE CO., 325 W. Glenwood Avenue, Phila. 40, Pa. 
RESULT DISPLAYS, INC., 503 W. 33rd Street, N.Y.C. 1, N.Y. 








Gertz 


REALISTIC window 
“Convertible Fashions” at 


Jamaica, N. Y., had well 


promotion of 
Gertz, 
planned 


preparation weeks in advance which resulted 


in an outstandingly smooth presentation by 
Display Director W. A. Spiro 

Taking as the headline “Have you 
Convertibles”, the plan of prepara 
tion window installation in 
cluded such setting up as the following 


seen 
our new 
prior to. the 


DISPLAY WORLD 


“1. All merchandise will be carefully as- 
sembled taking care that one group of sepa- 
set aside for each window 
(five in number). The type of merchandise 
used will range from denim or sail cloth 
separates to separate merchandise from the 


rates is section 


misses’ suit department 
“2. On (two appointed 

load all the mannequins and 

into a truck and accompanied by a photog- 


days) we shall 
merchandise 
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Stages Special Settings 


rapher take off to various locations on Long 
Island. Planned locations are: 

a. a picnic ground—Bethpage 

b. at the beach—Jones Beach 

c. At a boat basin—North Port 

d, In an automobile showroom 

e. A ranch home 
these locations we 
actively in the 

aking care 

photo 


arrived at 
mannequins 


“Having 
shall 
various activities outlined above, 
convertible car in each 


pose the 


to have a 
graph. 
will be blown up to 


colored in 


3. These photos 
hore movie 
They then will be 
sembling home movie screens. The iden- 
tical mannequins used in the photographs 
will be posed in a room type of setting look- 
ing at themselves Movie 
showing.” 


size and 


mounted on 


screen 
stands re 


during a home 
indicate that 
well worked 
the store’s adver 
depart 
“Convertible 
movie equipment 


Accompanying illustrations 


there was no deviation from the 
out coordination between 
department and the display 
ment, in promoting not 
Fashions” but 


tising 
only 


also home 


—At the upper left, members of the display 
department pose the mannequins for a setting 
at a boat basin. Similar photographs for 
blow-up purposes were taken at the beach, at 
@ picnic ground, in an automobile showroom, 
ond at a ranch home. . . . Upper right, one 
of the window displays; this one shows the 
mannequins watching “home movies" of them- 
selves at an automobile dealer's showroom. 
. .. At the left, the home movie motif again, 
with the blow-up showing the mannequins 
posed at Jones beach— 
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SEE THE 


agic 


Douch c 


AT THE 


BOIS-SMITH STUDIOS’ EXHIBIT 


HOTEL NEW YORKER 
JUNE 25-29, ROOM 732, 733 


BOIS-SMITH STUDIOS e 228 W. 39TH ST., N. Y.. N. Y¥. @ LO. 4-6454 



































AND HIS PIXIES 








Mechanical Santa directs 
his Pixies while ACTUALLY 
smoking his pipe. This is 
one of our many new ANI- 
MATED features. 


During Market Week at the 
Hotel New Yorker—Rooms 
548-549 and our Show Room 
at 1461 Park Avenue. 


DESIGNERS AND BUILDERS e 1461 PARK AVENUE, N. Y. C. 

















58 


Magic Christmas Window 
Stretches Into Infinity 

A new application of the well-known 
mirror windows of Frederic Shipman 
Studios, 512 Fifth avenue, New York City 
18, has been worked out and patented by 
the firm; it is being introduced as the 
“Magic Gazing Window” and while it is 
adaptable to any season or promotion, it is 
especially suited for Christmas use. 


—This is an artist's conception of the “Magic 
Gazing Window" in use for the Christmas 
season— 


As the spectator stands before the win- 
dow he sees an endless array of toys, for 
example, stretching into infinity although 
only-a handful of toys is required to pro- 
duce the effect. As he passes along the 
store front the effect changes and other 
merchandise is shown on display 

The new adaptation was first used by 
Robert McCorkle, L. Bamberger & Co., 
Newark, for an Easter setting in which a 
multitude of baby chickens and ducklings 
were seen in an exquisite carrot garden. 


Mannequin Flexibility 
Provided By Device 

The Costa-Staflex Company, 80 Wall street, 
New York City 5, has produced a device 
called “Staflex Mannequin’s Waist” which is 
designed to afford complete waist flexibility 
in display figures. It can be used with man- 
nequins of any material and has been de- 
signed to fit any size waist 

The base of the fitting is made of plywood 
and is designed to make installation easy 
Once the mannequin has been completed 
the change from rigid to flexible is accom- 
plished in seconds; no tools are required to 
adjust for a number of positions 

Detailed information will be sent by the 
firm on request 


Kolbe Joins Staff 
Of Darling 


The | 4. Darling Company has an 
nounced the appointment of George K 
Kolbe to the executive sales staff of the 
New York City office Kolbe has had ex 
tensive experience in sales work in the New 
York area, He started with the New York 
office on May 15th after visiting the com 
pany’s manufacturing plants at Coldwater 
and Bronson, Mich 


Your New York BUYING GUIDE 


reduc Grimes Di Service, Inc. 
1545 AS — ‘ 1 - 8.7403 | 142 West 26th St. splay BR 9-4924 


DISPLAY NOVELTIES, MATERIALS, 
FINEST IN DISPLAY FIXTURES ACCESSORIES 


Plastic — Wood — Metal (Formerly Eve Brueser Studios) 





Allied Display Materials, ee Victor Haida Displeys, ie. 
65 Madison Ave. U 5-6487 | 149 West 24th St. | HH 3-3540 
NOVELTIES, ARTIFICIAL aetatis & DESIGNERS & OE tes 
DISPLAY MATERIALS OF CREATIVE DISPLAYS 
For Windows and Interior Store Display Largest Showroom in the Country 





Arts & Flowers Displays, Inc. David Hamberger, Inc. 
43 West 5éth St. Cl 7-6848 | | '5 West 31st St. PE 6-0464 
ARTIFICIAL FLOWERS and FOLIAGE MANUFACTURERS OF DISPLAYS 


A i 2 Artificial Flowers, Functional Units, 
Display Novelties and Accessories Backgrounds, Novelties 





Bliss Display Corp. A. Lutz 
460 W. 34th St. BR 9-5750 | 3 West 18th St. CH 2-6264 


DISPLAY PROMOTIONS REED AND RATTAN DISPLAYS 
Display Settings, Novelties, Animated Displays Display Units, Frames, Screens, Novelties, Fixtures 





Bois Smith Studios Magnani Mannequins 
228 West 39th St. LO 4-6454 | 236 West 40th St. PE 6-3593 
WINDOW & INTERIOR DISPLAYS, MANNEQUINS 
ARTIFICIAL FLOWERS Ladies’, Misses’ and Children's Models 





Bonafide Display and Decorative Co. Maharam Fabric cp. 
61 West 37th St. WI 7.7968 | 130 West 46th St. U 2.3500 


ARTIFICIAL FLOWERS and FOLIAGE | DISPLAY FABRICS & ACCESSORIES 


Original Creations for Better Displays Los Angeles 1113 S. Los Angeles 





L. J. Charrot Co. Messmore & Damon, Inc. 
36 West 37th St. WI 7-1687 | 1461 Park Ave. TR 6-3530 


ARTIFICIAL FLOWERS MECHANICAL DISPLAYS 
Display Units, Novelties and Decorations Papier Mache, Industrial Exhibits and Dioromes 





Colonial Decorative Display Co., Inc. Natural Creations, Inc. 


233 Fifth Ave. LE 2.2377 
70 West 40th St. WI 7-0230 
FOLIAGE NOVELTIES, 


ARTIFICIAL FLOWERS DISPLAY DECORATIONS 


Decorative Display Units, Novelties and Decorations Creative Displays — “It's a Natural” 





Decorative Creation & R 
Art Flower Co., Inc. esult Displays, Inc. 
13 West 27th St. MU 6-1798 | 503 West 33d St. LO 3-5900 


ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS PLASTIC TRAYS AND HANGERS 


Bert Greenbaum Werner Leburg A quality product priced right 





Decorative Plant Corp. Nat Siegel, Inc. 
136 West 24th St. WA 4.4405 | 39 West 37th St. WI 7-8485 
ARTIFICIAL FLOWERS MANNEQUINS AND DISPLAY 


EQUIPMENT 


Display Settings, Novelties, Units Distinctive Displey Fixtures ond Novelties 





The Display Equipment Corp. "U.S. Mannequin Mfg. Co. 


147 West 37th St. BR 9-8450 } 10.15 46th Ave., Long Island Ci ! 
% 7 
Manufacturers and Distributors of Exclusive i aoe tes ease 


CORONET & WINDSOR ARISTON MANNEQUINS 
MANNEQUINS A Complete Line of Mannequins 








Frankel Associates, Inc. D. G. Williams, Inc. 


218 West 47th 3. Cl 7-0060 | 498 Seventh Ave. LA 4.4069 
DISPLAY FABRICS & ACCESSORIES 
127 N. Dearborn St., Chicago; MANNEQUINS & DISPLAY FIXTURES 


424 Book Bidg., Detroit; 819 Santee St., Los Angeles Display Novelties and Equipment 


It’s Always MARKET WEEK in New York 








BE SURE’ TO VISIT 


THESE FIRMS WHEN 
YOU ATTEND DISPLAY 
MARKET WEEK IN 
Se Oe, a OO 


JUNE 25-29 1950 








PTO O Re ew ewww ewww wanes eseeecese 


S. ave Money / | 


National 


YOUR STORE 15S 
ENTITLED TO 


Wholesale Prices 





National 


SUN-GARD" 


hanspa rend 


SHADES 


FULTERS-OUT SUN -FADE RAYS 
. PERMITS FULL ViSiBMITY 














SAVE the value of your displayed mer- 
chandise. 


SUN-GARD filters out sun-fade rays, 
yet permits full visibility of window 
displays. 

SUN-GARD protects merchandise 
against both direct and reflected rays 
of the sun, and eliminates glare. 


This added protection is yours at the 
regular wholesale prices permitted your 
store. 


ORIGINAL INSTALLATION 
OR REPLACEMENT 


NOTE: If you will send sketch of win- 
dows and measurements, we will be 
glad to give you an estimate on 
wholesale cost. Also complete informa- 
tion. 


MAIL COUPON 


NATIONAL BLIND CO 
1770 Sichel St 
Los Angeles, Calif 


information 
shades and 


Please send me complete 
on National SUN-GARD 
wholesale prices 
Store 
Address. 


City 
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"Biggest Electrical Display” 


HE General Electric Company has put 
as motion its “More Power to Amer- 
ica” special, the biggest electrical dis- 
play ever built 
Almost a quarter-mile long, the ten-car 
exhibit train represents the first attempt to 
display, in one series of related exhibits, the 
complete range of products for the produc- 
tion, industrial utilization 
of electric power 
Believed to be unique in industrial mar- 


distribution, and 


—Aboard the exhibit train, H. P. Bish of 

General Electric inspects a full-size cutaway 

model of the J-47 turbojet engine. . . . Be- 

low, H. V. Erben, right, and J. S. Smith, of 

G-E operate a model of a huge 230-kv im- 
pulse breaker— 


keting history, the silver streamliner is 
filled with exhibits of more than 2,000 of 
the most modern electric products, systems, 
and techniques 

The special, launched on the rails by the 
company’s apparatus department, was first 
in New York City on the first lap of a 
nation-wide tour. It will visit approximately 
150 key industrial centers during 1950 and 
1951. 

At each stop the train will be inspected 
by invited representatives of electrical utili- 
ties, the manufacturing and transportation 
industries, the armed federal 
government, and municipalities 

The train will not be open to the general 

[Continued on page 91) 


services, the 
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the BRIGHTEST star 


in the heavens 
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MANNEQUIN firmament 





AMERICA’S NEWEST MANNEQUIN SENSATION! 
a personalized mannequin of many poses embodying 7 
advanced 1951 styling . . . Designed and created by 
master mannequin craftsmen. 


VEGA ... must be seen to be appreciated. 





PREMIERE APPEARANCE AT NADI DISPLAY MARKET WEEK 
Hotel New Yorker ... June 25th-29th inclusive ... On the Mezzanine—Booth 13 


W 
We 
Field OF HOLLYWOOD 


923 North Cole Avenue 
Hollywood 38, California 
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Never before...such utility 
in display lighting: 





WITH THE 
REVOLUTIONARY 


THE FEW BASIC UNITS INTERCHANGE AND COMBINE TO GIVE YOU 


a 


Now you can change your lighting to suit 
your displays! No need to buy new fixtures 
every time you change when you have new 
Amplex Swivelites. You merely interchange 
and combine the basic “Adapt-A-Unit” 
parts. It’s as simple as that! 

Amplex Swivelites also give you exclu- 
sive, easier-action, double-ball swivels; 
non-tarnishing, non-blistering finish; cool- 
ing, air-flow ventilation. They’re the only 
display lighting fixtures with removable 
hoods! 


NEW AND EXCITING DISPLAY LIGHTING ARRANGEMENTS! — 


Get the full story. Write today—Amplex 
Corporation, Dept. 46, 119 Water Street, 
Brooklyn 1, N. Y. 


amplex 


Manufacturers of Display Lighting 
Refiector Lamps * Colorbeam Dis- 
play ae . Spotlights and Flood- 
ights * Fluorescent Tubes * Color 

Clips and Filters. 
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Allied Display Managers 
To Meet June 23-24 

A clinic for display managers of stores 
which are members of Allied Purchasing 
Corporation will be held June 23-24 at the 
Hotel Somerset in Boston under the joint 
chairmanship of W. J. Caddelle, display 
director for Allied, and Walter Krysto, dis- 
play director for Jordan Marsh, Boston. 
Following the two-day meeting the group 
will attend Display Market Week in New 
York City. As in the past, Allied will 
maintain a suite at the Hotel New Yorker 
for the benefit of affiliated display managers. 

The purposes of the clinic, according to 
Caddelle, are: “To review various display 
operations within Allied; to present by ex- 
hibits and demonstration various visual 
merchandising techniques that have been 
used successfully by Allied stores; to review 
certain phases of visual merchandise presen- 
tation of previous managing directors’ meet- 
ings which point up the importance of this 
medium of sales promotion in the overall 
store operation; to give the Allied display 
managers the opportunity to tour the Jordan 
Marsh building and at the same time to 
visit the other stores in Boston; to discuss 
various basic problems in display that are 
common to all stores, and to arrive at plans 
and procedures pointed to improving and 
streamlining the details of display opera- 
tion. The general tenor of the clinic is one 
of exchange of ideas, offering of suggestions, 
and a review of the progress of various 
operating plans that we instituted at various 
clinics in the past.” 

Speakers at the clinic will include Russell 
A. Brown, vice-president in charge of sales 
promotion for Allied, and Richard Edwards, 
Jr., vice-president of Jordan Marsh. The 
clinic will also be attended by members of 
other divisions with Allied, including some 
members of the sales promotion steering 
committee. 

The clinic and the subjects on the agenda 
were decided on by the display steering 
committee consisting of Walter Klein, Pol- 
sky's, Akron; Herbert Luegge, Dey Brothers, 
Syracuse; Paul G. Niles, Golden Rule, St. 
Paul; Walter Krysto; W. J. Caddelle; 
Walter Spiro, Gertz, Jamaica, L. I; Tom 
Carter, Bon Marche, Lowell, Mass.; Leo 
Price, Quackenbush, Paterson, N. J., and 
Richard Kester, Herpolsheimer’s, Grand 
Rapids. 

Caddelle states that “It has been our ex- 
perience that these clinics have proven ex- 
tremely effective in (1) providing a common 
language and basic philosophy for display 
within Allied; (2) offering unlimited possi- 
bilities which are the outcome of the ex- 
change of ideas; (3) achieving a unified 


| group that has become a working, effective, 
| sales-producing segment of the sales promo- 


tion operation within Allied.” 
Tie Displayer 
Of Plastic 
A plastic displayer which shows two ties, 
knotted as worn but with no wrinkling, is 


| now available from The Vincent Company, 
| 2162 Green road, Cleveland 21 
| under the name of “Ti-Splay”, the unit 
| comes in either clear or amber plastic and 


Furnished 


is 14 inches high on a 4-inch square base. 
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BUTLER 
SUNFAST DISPLAY PAPER 


A New, Quality Seamless Display Paper 
To Meet Every Display Need 





SINCE 1844 
Backed By a World Wide Paper Distributing Company 


@ FADE-PROOF . . . Fadeometer tests show 20 hours or better 

@ HEAVY WEIGHT .. . Rigid, Durable, without Streaks 

@ FULL YARDAGE .. . Packed in strong cartons — no damaged edges 
@ 24 COLORS ... Attractive, fast-to-light colors — full color values 


e TWO WIDTHS ... The popular 107” width and also in 92” 
width, both in 12 and 50 yard rolls 


COMPLETE STOCKS FOR IMMEDIATE DELIVERY 
at New York, Chicago and San Francisco 


Write at once for sample swatches and price list 


JOBBER INQUIRIES INVITED 


BUTLER COMPAR? 


229 W. MONROE STREET Tel. Franklin 2-5800 CHICAGO 6, ILL. 
NEW YORK OFFICE, 247 PARK AVE. TEL. PLAZA 3-7860 




















send NOW for your FREE 


copy of the 


ROYAL ROAD 
TO RICHES 


Flowers of Hawaii, Ltd., 

the World's largest growers 
and distributors of 

exotic Hawaiian Orchids, 
Flowers, Leis, Foliages, 

Ti Palms, Fernwood, Woodroses, 
and creators of 

exquisite Hawaiian Novelties, 
has just published its 

1950 Brochure 

the first complete showing 

of Tropical Horticulture! 


Send for this beautiful 

folder today — read it 

from cover to cover. 

It will give you literally 
dozens of fresh, exciting ideas 


doe 


for every display problem where 


~< 
> 
L 


floral arrangements are essential. 
Store customers will be fascinated 
with your strikingly new arrangements 


& i 


for windows, aisles, shelf ledges, 
and interior display points. It 
will help you increase 


a. 
g 


store foot traffic and 
profits at any given time. 


be 


Because Flowers of Hawaii, Ltd. 

are growers on the 

Big Island of Hawaii, 

as well as distributors 

in the United States, you'll 

be amazed how inexpensive 

the use of tropical horticultural 

products can be in increasing 

business during slow seasons 
in stimulating busi ot 

any given time! 


SO 
~s> . 3 
me 


is 





Flowers of Hawaii, Ltd. gave 

you Princess Aloha Orchids, 

the famous, dewy-fresh Orchid 
flown directly from Hawaii to you. 
NOW Flowers of Hawaii, Ltd. 

offer you a full line of marvelous 
beauty — direct from the Tropics! 
You'll want our beautiful brochure 
for your permanent files. 

No obligation, of course, but hurry! 


Supplies are limited. 


Write Ed. B. Kanner, Dept DW 
The Regal Line 


2016 Wilshire Boulevard, Les Angeles 5, Calif. 
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| Mercurio Reelected 
By St. Louis Club 


Said to be the first time the St. Louis 
Display Guild has reelected a president for 
| a second term, the organization at its recent 
| election meeting named Joseph Mercurio to 
| head the club for another year. He is with 
| Garrison-Wagner Company. Also reelected 
was Howard Backer as first vice-president; 
Backer is in charge of display for Stix, Baer 
| & Fuller 
Other 
president, 


are, second vice- 
Jesse Reeves, Melchior-Schene 
Hardware Company; secretary, Robert 
Gray, Gale's; treasurer, John Stoppenbrink, 
Charles E, Williams Shoe Company; ser- 
geant-at-arms, Carl Dennef, Stix, Baer & 
Fuller 
Newly 


officers named 


elected to the board of directors 
are Robert Minard, Garland’s; P. J. 
Bloecker, Sears, Roebuck & Co.; Harvey 
| Smith, Boyd's, and Ted Hyman, Alton Box 
toard Company, Alton, Ill. Reelected di- 
} rectors are Adrian Delsman and C. Geiger, 
Famous-Barr Company; Armand Raining, 
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Boyd's, and Mrs. Grace Everest, Scruggs, 
Vandervoort & Barney. 

Howard Backer was appointed chairman 
of a committee which will endeavor to se- 
cure the 1951 convention of the Southern 
Display Association for St. Louis 


Kavanaugh Joins 
Specialty Store 

L. A. Kavanaugh has joined Ruth's, spe- 
cialty shop of St. Petersburg, Fla., as dis- 
play manager. He came to the Florida 
community a short time ago after living in 
Atlanta, where he was active in the local 
Visual Merchandising Guild and where he 
was business manager of the Southern 
Display Association. 


Harry Eastham Returning 
After Eye Operation 

Harry Eastham, who has recuper- 
ating after another eye operation, is re- 
ported as progressing well and expecting 
to be back at Burdine’s, Miami, shortly after 
June 15th. 


been 
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From 


Y LOUIS SCHNEIDER CORP. 


ARTIFICIAL FLOWERS 
YOU'LL SEE THIS LABEL ON 
SHIPMENTS THROUGHOUT THE STATES 


OUTSTANDING DISPLAY ITEMS 
FOR FALL AND CHRISTMAS 


VISIT OUR SHOWROOM WHEN IN NEW YORK 


ORDER NO. DEPT. NO. 


HANDLE WITH CARE 











4 GET THE “ROCKET EXPRESS" MONORAIL TRAIN RIDE 
WANT TRAFFIC: AS A TOY DEPARTMENT ATTRACTION FOR CHRISTMAS 


More than a million children 
have ridden the “Rocket Ex- 
press” 


At Wanamaker's, New York and 
Philadelphia; Donaldson's, Minne- 
apolis; Kresge, Newark; Sears, 
State Street, Chicago; and other 
fine stores 

eee 


Leonards, Ft. Worth, had 123,000 
rides last Christmas. 


Saves floor space . . . rides 
children over your toy depart- 
ment. 


Write for literature or see “Clint 
Clark during Market Week at the 
Hotel New Yorker. 


ROCKET EXPRESS SYSTEMS = 219. N. HUMPHREY AVE, OAK PARK, ILL. 
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Leading displaymen ray... 





color harmonized 
REPE PAPER 


“Your new color chart and wide range of colors lend themselves 
to all types of display promotions. Your company is to be 
yo a aaa on a great step forward in the planning of better 

splays. 


“Congratulations on a perfectly swell job on your new Color 
Harmonized Crepe Pa line. I can’t see how anybody can 
overlook the value in this grand job.”’ 


“Having spent 28 years in the business, this is really the first time 
that I have seen anything in crepe paper that gives the display- 
man the opportunity of collaborating a complete color scheme 
for display. I assure you that your chart will be a valuable 
assistance to us in offering our customers the finest of service 
in setting up a color scheme for their displays.”’ 


THESE ARE JUST A FEW OF THE MANY ENTHUSIASTIC COMMENTS WE'VE 
RECEIVED FROM LEADING DISPLAYMEN ABOUT OUR SENSATIONAL NEW LINE 
OF COLOR HARMONIZED CREPE PAPERS. YOU'LL AGREE WITH THEM WHEN 
YOU SEE OUR NEW POCKET SIZE WORK CHART, CONTAINING THE FULL LINE 
OF NEW HARMONIZED COLORS. 

SEND FOR YOURS TODAY—ADDRESS DEPT. CH. 
VISIT OUR EXHIBIT - ROOMS 711, 712 - HOTEL NEW YORKER, JUNE 24 - 29 


THE REYBURN MANUFACTURING CO., INC. 


PHILADELPHIA 32, PA. DISPLAY MFG. DIV., ROYERSFORD, PA. 











| Silvestri Lamps Featured 
| In Interiors For Living 
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Miniature ‘'Blinker-Lites” 
Have Many Display Uses 

“Blinker-Lites” which have many appli- 
cations in display have been announced by 
Noel Mfg. Company, Inc., 136 East 122nd 
street, New York City 35. These are 
miniature lights that can be made to flash 
on and off individually, or in groups that 
go on and off at regular intervals while a 
still different group operates at a different 
time sequence. Still another arrangement 
permits some of the bulbs to remain lighted 
constantly, while others can be made to 
flash on and off either individually or as a 
group. 

The Noel flashers are designed to operate 
on 6 volts, and will completely extinguish 
any bulb or completely stop any electrical 
device such as a turntable from zero watts 
up to 100 watts, according to Noel Lituchy 
of the firm. 

Another product of Noel is called the 
“Pin Light” bulb, a miniature pre-focused 
bulb lasting approximately 2,000 hours and 
operating either with Noel's 6-volt trans- 
formers or in a_ series hook-up. These 
lights can be used in the firm’s “Twinkle- 
Lites” or “Blinker-Lites”, giving a_ tiny, 
concentrated light. 


Anti-Static Agent 
For Plastic 

A new and totally different anti-static 
agent for polystyrene plastic, trade-marked 
“D-Stat B”, is now available. “D-Stat B” 
is the result of intensive research to develop 
a material te eliminate entirely any un- 
sightly dust collection due to static attrac- 
tion. It is said to enhance and preserve 
the brilliancy of polystyrene items such as 
displayers. Laboratory tests show that such 
objects treated with “D-Stat B” remain 
static-free even after repeated wipings. It 
is odorless, colorless, and non-flammable 
and is applied by dipping, spraying or 
brushing. Samples may be obtained from 
Roxbury Chemical Works, Inc., 2072 Smith 
street, Centredale 11, R. 1. 


Hanger Bars Seen 
As Time Savers 

The All-Styles Hanger Company, Inc., 
512 Seventh avenue, New York City 18, is 
marketing hanger bars which are designed 
to save hangers and time when used in 
marking and packing rooms. By putting 
dress, coat and suit hangers on their own 
respective bars, mix-ups are avoided when 
hanging garments. The hanger bars are 
cadmium finished. 


Silvestri Art Mfg. Company, Chicago, an- 
nounces its selection for participation in the 


| permanent exhibit called “Interiors for Liv- 


ing” on the eleventh floor of the Merchandise 
Mart in that city. The entire line of Silvestri 
decorator lamps will be on display. This 
exhibit is under the management of Everett 
Brown Associates and will be replete with 
the most modern interior decor. Displaymen 
visiting Chicago will find this display of 
interest for the many decorative ideas 
suitable for display which can be obtained 
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‘every detail, 
the figures by which all 
others are judged 
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Ne, age 
QuINs exhibitin® 
*High-fashion inspired details 
combined with manufacturing crafts- 
manship and visual merchandising ef- 
fectiveness to bring new life to your 
displays. 

WINDOW -'VEARY MANMEQUING 

REFINISHED AND REPAIZED 

WADE NEW AND READY TO woe 
AND SELL FOR YOU AGAIN 


[phe tlecnynie 


59 West 56th Street 
New York 19, N. Y. 
Send for our illustrated brochure 


oa 











DECORATOR’S 


BELL 


For holiday displays and decorations that 
ring attention. You'll find 100! uses for 
our giant aluminum bells in your Christ- 
mos and New Year displays. Designed 
‘or breath-taking beauty and constructed 
for year-to-year use, these super-size 
mesterpieces are the crowning achieve- 
ment in our famous line of non-breakable, 
lifetime metal ornaments. Made in two 
sizes, four exclusive permanent finishes, 
and a wide selection of lovely colors — 
to provide the perfect bell for every 
decorating need. 


2 Sizes — 10 and 15 Inches High 
In iridescent “Ice-Glo", feathery “Jack 


Frost", and sparkling “Snow’ finishes. 


ORIGINATORS AND PRODUCERS OF 
Non-Breakable, Life-Time Lustre, Alumi- 
num CHRISTMAS TREE ORNAMENTS 


BELL INDUSTRIES, INC. 


1809-13 NORTH ASHLAND AVENUE 
CHICAGO 22, ILLINOIS 








USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD 








purpose: 
FOSITION Wa. TED 
POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch CASH WITH ORDER 
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Wise Goes Tropical 


By ARTHUR COHEN 
Decorative Displays, Maspeth, N. Y. 


| HIS past winter three of the executives 
of the Wise Shoe Company made a tour 


of the country in search of ideas which 


| could be applied to their well-known stores. 


These men were Lawrence Schoen, Mac 
Winston, and Herman Levy, display man- 
ager. Included in their visits were Georgia, 
California and Florida and it is quite likely 
that the semi-tropical atmosphere of the last 
two states contributed to an idea which has 
been adopted for a display in one store at the 
present and which will include others shortly. 

At the conclusion of the trip the three 
pooled their ideas, and one of the decisions 
made was to expand their budget for special 


displays. Our company was called in to dis- 
cuss the plan, which was, in brief, to cover 
the entire lobby with grass from store front 
clear into the store itself; to cover the entire 
bulkhead with a simulated rock formation; to 
have a rocky hill inside the window, with run- 
ning water to give action and create a cool 
effect. 

The results are seen in the photographs. 


—Simulated rock, gross carpeting in the 

lobby, tropical plants in profusion, palms 

which seem to grow through the window glass, 

and a stream of running water all have a 

part in this novel set-up for Wise Shoe Com- 
pany, New York City— 





JUNE, 1950 


The water runs down the rock into a pool | 
made of the s:mulated rock on the floor of the | 
window. A small hole is bored through the | 
floor and a pipe runs from the ppol into the | 
rock bulkhead in the lobby, allowing the | 


water to trickle down into another pool 


The water ts then pumped up to the top and 
starts the cycle all over again; ho water is | 
wasted, as New York has a decided water | 


shortage. 


The palms were cut into sections to create | 
the effect of growing inside the store and com- | 


ing through the glass. Artificial and natural 
preserved plants are used over the upper 
bulkhead to complete the tropical effect. 


A mannquin wearing summer attire to add | 


to the atmosphere is placed in the lobby. 

The over-all illusion created attracts the 
customer to the windows, and on into the 
store where the tropical effect is| carried out 
throughout the entire interior by using 12- 
foot palm trees, awning effects; birds, and 
giant parrots swinging on ring perches. 

This display was installed during the Shoe 
Show held in New York City in May and was 
the talk of the show. 

Wise Shoe Company is having the same 
treatment installed in several of its stores. 
The John Irv.ng Shoe Corporation, of Boston, 
has ordered the same display for some of its 
leading stores that do not compete with Wise. 


Dallas Display Group 
Hears “Lord Bradford” 

The May meeting of the Dailas Display 
and Allied Arts League was held in the 
Dallas Light and Power auditorium. Fol- 
lowing the regular business meeting, Dan 
Stephens, program chairman,; introduced 
“Lord Bradford of Yorkshire, England” as 
the principal speaker. “Lord Bradford” 
expressed some very pointed economic and 
political opinions which had the audience 
up in arms until it was finally disclosed 
the “Lord” was actually Bernard Smith, 


professor of engineering at Southern Meth- | 


odist university. 
Harper's Bazaar Style Show 
Features Greneker Figures 


Staged under the supervision of Dana | 


O’Clare, Inc., New York City, a fashion 
show was presented on June 8th at the Ritz- 


Carlton hotel in that city ‘by Harper's | 
Bazaar. The collection was mpdeled in the | 


ballroom, after which cocktails were served. 
The decor was based on a picture gallery 


with Greneker mannequins as the figures, | 
dressed in the latest fashions:; some were | 


shown sitting at tables, while others stood 
to view the fashion accessories displayed 
in hanging frames designed and made by 
Forms by Fernand, Inc 


New Display Company 
Is Established 

James Neal Associates, Inc., an organiza- 
tion specializing in advertising displays, mer- 
chandising presentation and industrial design 
has been established at 8 East 48th street, 
New York City 17. The principals and staff 
are designers and merchandising men who 
have over 15 years’ experience in this field 
James Neal will offer a combination of 
creative talent with production know-how. 
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@ “Plug-in” Strip around the 
office gives plug-in conven- 
ience—w' needed, 


@ “Plug-in” Strip in display 
room—for handy, quick dem- 
onstration of electrical appli- 
ances—also for spots, floods 
and special display lighting. 


NE “PLUG-IN” STRIP 


installed for 46 the Cost 


per receptacle— compared with ordinary duplex 
outlets eer 10 


INSTALL 


The S. & S. Auto Supply Company of Duluth, Minn., 
found they could have the added convenience of “Plug-in” 
Strip at a cost actually /ess than ordinary duplex outlets. 
Comparison proved that, outlet for outlet, material and TAMPER-PROOF 
labor costs of “Plug-in” Strip were “3 lower than single 

receptacle installation. No wonder they installed ‘“Plug- 

in” Strip in their offices as well as display room! 


You'll like NE “PLUG-IN” STRIP too— 


This multi-outlet assembly gives you a s-p-r-e-a-d of 
electrical outlets—spaced every 6” or 18”. Let us tell you 
more about “Plug-in” Strip. Write for our catalog CF-2. 


National Electric 


PR OooucTs SGFoIARAPoanaw+hrion 


1355 CHAMBER OF COMMERCE BUILDING, PITTSBURGH 19, PA. 
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NEW ... DIFFERENT... REVOLUTIONARY 


» 


IN YOUR DISPLAY 


Now for the first time your 
dream come true with miniature 
BLINKER-LITES that: 

@ BLINK independently from one 
up to 40 of more LITES per 
string. 

@ BLINK as a unit. 

@ BLINK and remain lighted in 
any arrangement. 

BLINKER-LITES are custom built 

to suit your porticulor require- 

ments and operate with or with- 
out o transformer. 


Jobber Inquiries Invited 


4 NOEL + 


Manufacturing Co, Tuts 


Blinker-Lite Div. 5 
16754 Third yh Complete Engineering and Manufacturing 


New York 28, N.Y Service for Electrifying Displeys 








Sell More Ties With 
“TI-SPLAY” 


(Pat. Pending) 


Beautiful plastic displayer which concentrates 
attention on just two ties instead of dozens, 
and shows them knotted as worn. Use in 
windows or on cases. No wrinkling. Clear 
or amber plastic, 14" high on a 4" square 
base. Try the "TI-SPLAY" and increase 
your tie sales. 


Price $6.50 ea. 


| The Vincent Co., 2162 Green Road, Cleveland 21, Ohio 
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Fire Retardant Paint 
Has Display Uses 


Even the flame of a blow-torch can not 


| ignite a sheet of newspaper if it has been 
| coated with a new fire retardant and non- 


toxic paint now being introduced, according 


| to A. M. Okun, president of the Flare- 


Seal Corporation of Ohio, 663 Spitzer build- 
ing, Toledo, in a statement about the paint 


| “which at no time wi-l support combustion.” 


He reports that the fire retardant coating 
has been tested and listed by Underwriters’ 
Laboratories, Inc 

Called “Flame-Seal”, it is recommended 


| by the company to fire-retard all combus- 
| tible wood surfaces, as well as plywood, 


veneer, cardboard, and types of fibre parti- 
tion boards. When typical fast-burning 
lumber is coated with “Flame-Seal”, accord- 
ing to Okun, the protected surface can with- 
stand the direct attack of an intense flame 
for hours without igniting or showing an) 
sign of flame spread. Literature describing 
the product in more detail will be sent on 
request. 
Display Clinic Scheduled 
For Lingerie Show 

A display clinic sponsored by the Southern 
California Display Club will be held in 
connection with the California Corset, 
Brassiere and Lingerie show in Los An- 
geles, July 9-12. Louis Craig, F. C. Nash & 
Co., Pasadena, Glenn Baugh, Silverwood's, 
and Don Grant, Grant & Son, will be on 


| the display panel. 


Circular Shows Line 


Of Display Forms 

More than two dozen different types of 
“Tero” display forms of papier mache are 
shown in a new circular brought out by 
Tero, Inc., 345 West Broadway, New York 


City 13, and which will be sent on request. 


The forms come in several finishes — enamel 
in natural or pastels; unbreakable, non-chip 


| crinkle in all colors; mannequin type light 
| or heavy stipple, and brush finish in off- 


white or two-tone 


Palazzo Introduces 
New Sleeve Form 

Palazzo Sleeve Form Mig. Company, New 
York City, announces a new sleeve form with 
black felt covering, the result of the demand 
from displaymen for this type of form. The 
new form is now in production, 


Lannon Recovers 
From Operation 

John R. Lannon, display and advertising 
manager, Bright's, Lansford, Pa:, has fully 
recovered from a recent appendectomy, and 
has returned to work 


Medved To Travel Midwest 
For Decorative Creation 

Charles Medved has been appointed sales 
representative for greater New York City 
and the mid-West for Decorative Creation & 
Art Flower Company, New York City. This 
company is now in its new location at 13 
West 27th street, where a complete line is 
on display in ground floor showrooms. 
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“MUSTS"” 
on Your Christmas List ... 


for Displays that 
Comal _Altention 


SANTA CLAUS . beautifully costumed in gleaming 
red satin with jingle bell hat, fluffy white trim, 
and black papier mache boots. Stuffed with 
cotton batting on flexible frame -~ to stand, sit, 
or bend to any position. 3 sizes — 15, 18 and 
% inches high 

OLD-FASHIONED SLEIGH . sturdy wood construc- 
tion richly covered with velvety red flocking and 
set off with gilt runners and movable shafts 
Availeble in two sizes — 6 and I! inches high 


SPARKLING SNOWFLAKES .. . big, frosty snow- 
jakes crisply cut from scintillating white styro- 
foam plastic and trimmed with tiny jewel-like 
colored balls Complete with white chenille 
hooks, One size only -— 4/2 inch diameter 


ORIGINATORS AND PRODUCERS OF 
Non-Breakable, Life-Time Lustre, Alumi- 
num CHRISTMAS TREE ORNAMENTS 


BELL INDUSTRIES, INC. 


1809-13 NORTH ASHLAND AVENUE 
CHICAGO 22, ILLINOIS 








e WINDOW CURTAIN TRACKS 
e CURTAIN CONTROL MACHINES 
ec 

HRISTMAS TREE HOLDERS 


REVOLVING @ ELECTRIC 


Just a few of the items we make 
for dramatic display effects. Send 
us your ideas and problems. We 
may be able to serve you as we 
have served the theatrical profes- 
sion for many years 


AUTOMATIC DEVICES CO. 


116 N. 8TH ST ALLENTOWN, PA 

















@ PLEASE MENTION DISPLAY WORLD 
WHEN WRITING ADVERTISERS @ 
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Garden City Releases 
Catalogue On Line 

Featured in the new condensed lighting 
guide No. L-5SO released by Garden City 
Plating & Mig. Company, 1750 North Ash- 
land avenue, Chicago 22, is the “Visualier” 
line of lamps. Particular attention is called 
to the new universal swivel display lights 
which provide full directional beam control 
by fingertip adjustment for a full range of 
125 degrees of tilt and 350 degrees of turn. 
They are to be had in four mounting types 
with snap-in louver ring and interchangeable 
color filters. 

Copies of the booklet are being made 
available for general distribution. 


Giant Overalls Feature 
Traveling Display 

“Build a display big and you get plenty 
of attention,” says R. L. Edgerton, adver- 
tising manager of The H. D. Lee Com- 
pany, Kansas City. Edgerton speaks from 
experience because he and C. C. McCafferty 
have just completed piloting the world’s 
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largest built-to-scale overalls from Kansas 
City to Philadelphia. Edgerton. estimates 
that approximately 1% million people saw 
the giant overall traveling display en route. 

The giant overalls were constructed as the 
feature of The H. D. Lee Company's tie-in. 
with the A. F. of L. Union Industries Show, 
held in Philadelphia Convention Hall from 
May 6 through May 13. Paul Bunyan’s 
biggest logger would find the mammoth 
overalls comfortable. They stand 14 feet 
and 7 inches high. The display traveled in 
a specially built trailer that permitted the 
garment to be horizontal while moving over 
the highways, and easily elevated when stops 
were made or when traveling slowly through 
population centers. 

The traveling display was so successful in 
getting favorable attention during its journey 
that it is being left with Lee representatives 
in the East for use at fairs and in other 
sales promotion work. Officials cf the com- 
pany are considering the duplication of the 
mammoth overalls for use in display and 
sales promotion work throughout the United 
States. 





WISPAA? DARE No132 . . . . . by tupper 





‘ 

Srent 2 YEARS im THE 
ARMY AND BETWEEN ASSIONMENTS 
WE SKETCHED AAMY LIFE IN CAR- 
TOONS FOR TWE GATTALION MAGAZINE 

AFTER HIS RETURN HE WAS 
PROMOTED TO DISPLAY SUPERINTEN- 
DENT, WRICH POSITION HE RAS HELD 
FOR THE LAST TAREE YEAAS. 

TWE PRESIDENT OF THE 
OISPLAY GUILD OF BALTINORE FOR 
2 YEARS, HE IS ALSO CONNECTED 
WITH THE ASSOCIATION OF COM- 
IMERCE & OTHER CIVIC ORGANIZATIONS. 

HOBBIES: GREAT DANES, 
WATER COLORS, AND COLLECTING 

FOR MIS CADE COD HOME 
iN THE COUNTRY. .. 





GaaousTeEO FROM TWE MARYLAND INSTITUTE, WITH A 
POST GRADUATE COURSE OF 2 YEARS. DURING THIS TIME 
WE GAVE A FEW OF HIS ONE-MAN EXHIBITS OF PASTELS & 
WATER COLORS. ENTERED RETAILING AT HOCHSCHILD, KOHN 
© CO., AS PAINT CONSULTANT. HE BECAME INTERESTED In 
DISPLAY AND WAS TRANSFERRED To THAT DEPARTMENT. 
JOINED THE AUB AS ASSISTANT IN INTERIOR DISPLAY. 
FOUR YEARS LATER LEFT TO BECOME ASSISTANT DISPLAY 
SUPERINTENDENT OF HUTZLEA BROTHERS. 


OISPLAY SUPERINTENDENT, AUTZLEA BROTHERS CO., BALTIMORE, MD. 
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Additions To Line 
Made By Bell 

New items for the firm's display line have 
been added by Bell Industries, Inc., 1809 
North Ashland avenue, Chicago 22. In- 
cluded is the flocked “little brown jug” pic- 
tured, for New Year's, 1951. 


New also is a wooden sled covered with 
red flocking and set off by gold-colored 
runners and shaft; it is available in two 
sizes, 6 and 11 inches high. For use witn 
the sleigh or separately Bell offers cotton- 
stuffed Santas in red satin with white trim 
and black mache boots; they come in 15-, 
18- or 36-inch heights. Ten and 15-inch 


spun aluminum bells are available in Christ- | 


mas colors and in various finishes. 
W. T. Grant Company 
Holds Art Exhibit 


The New York City office employes of the | 
W. T. Grant Company participated in a | 


company art exhibit on June 7-9, reports 


William Hartley of the display division. | 


Judges included Chen Chi, noted water- 
colorist famous for his drapery and wall- 


paper designs; Robert Hilbert, and Mario | 
Cooper, both well known illustrators for 


national magazines. A number of display 
department employes had entries in the 
exhibit; results of the contest have not been 
announced at this time 


Siegel Prepares Catalogue 
On Staple Fixtures 


A new catalogue is now available from 


Nat Siegel, 39 West 37th street, New York 
City, showing his line of new millinery and 
staple fixtures, including racks, dress and 
blouse forms, and the like. Copies will be 
sent on request 
COMING UP! 

Father’s Day June 18 
National Swim-For-Health Week June 19-24 
National Tennis Contest 


Independence Day 
St. Swithin’s Day 
National Farm Safety Week 
Anniversary of Japanese Surrender 


August 14 | 
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June 24-July 1 | 
Dominion Day (Canada) July 1 | 
July 4) 
July 15 | 
July 23-29 | 





Once Again It’s 


“The Greatest Show at the Show” 


12 ROOMS OF DISPLAYS 
Room Nos. 603-4-5-6-7-8-9-10-11-12-14-15 


Featuring 
NEW Outdoor Christmas Decorations 


@ Wreaths e@ Stars 


e@Santa Heads @ Garlands 


@Post Trims @Scroll Units 


@Overhead Street Decorations 
in sparkling, dazzling alumi- 
num foil and Fibreglas. 


Plus a Complete Line of 


@ Fall Set Pieces 
@ Flameproof Seamless Paper 


@ Fall Foliage 


@ Outstanding Functional Displayers by Mutual 

@ Deca Poles, Accessories and Displayers 
@ Striking New Background, Case, and Flooring Papers 

@ Set Pieces, Flowers, Foliage for Fall and Christmas 
@ Sparkling Base Metal Sprays and Novelties 


@ New Plastic Novelty Christmas Tree Decoratives 


@ Imported Holly Wreaths and Garlands 


Be Sure You See this Great Exhibit 
New York NADI Show Hotel New Yorker 


June 25 thru 29 


GARRISON- WAGNER CO. 


2018 WASHINGTON AVENUE ST. LOUIS 3, MISSOURI 
AMERICA’S MOST COMPLETE LINE OF DISPLAY MATERIALS 
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Jobbers!! 
SEE US 


DURING MARKET WEEK 
HOTEL STATLER 


A Private Showing for Jobbers Only 


SPRING FABRICS — NOVELTIES 


KAYTEE 
Ribbon & Fabric Co. 


vv mR K 


WE CATER TO JOBBERS ONLY 











You Cant Leave New York 


this Market Week until you have seen 


THE LARGEST SHOWROOMS IN THE COUNTRY 
FEATURING NEW DISPLAY IDEAS IN 


wood 
plaster 
papier mache 


AT 


Victor Haida Displays Inc. 


149 West 24th Street New York City I 1 
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Darling Develops New 
All-Plastic Series 

An entirely new all-plastic lin¢ of man- 
nequins has been announced by L.. A. Dar- 
ling Company, Bronson, Mich. Known as 
the “500 Series” of misses and juniors, it 
contains a complete range of 17 figures. The 
mannequins are definitely smart in concept. 


Facial sculpture, eye decor, general pro- 
portions and poses are all in keeping with 
excellent styling. Wigs in the latest hair-do 
styles have a brushed, glossy appearance. 

Durability and impact strength are the 
key-note of the all-plastic construction under 
a process developed and engineered by 
Darling and for which a patent has been 
applied. Each part is of one-piece plastic; 
hands are of rubber for flexibility. It is 
said that the mannequins will not chip, peel 
or crack. <A natural flesh tone finish is 
bonded to the plastic 


| Walco Bead Offers Line 
| In Base Metal 


Walco Bead Company, importer and manu- 


| facturer at 37 West 37th street, New York 
| City 18, is offering an extensive line of base 
| metal items to the display field 


Flame re- 
sistant, the line includes 17 colors in 
metallics, plus 16 chalk colors. Styles in- 
clude a perforated pattern, a cut-out design 


| resembling small, stylized trees, and several 


types of fringe 

Walco is also the source for Christmas 
tree ornaments made in Czechoslovakia in a 
great variety of patterns. 


MARKET WEEK 


JUNE 25-29 1950 
FALL & CHRISTMAS LINES 


HOTEL NEW YORKER 
NEW YORK 


Mational Assn Of Display Industries 





JUNE, 1950 


Plastic Illuminated Signs 
Dramatize "Meadow Gold” 

An innovation in illuminated signs, intro- 
duced by Kay Inc., designer and producer 
of point-of-sale displays, New York City, 
is now being used by Beatrice Foods Com- 
pany to advertise “Meadow Gold” brand ice 
cream and dairy products. Outlets include 
drug stores, grocery stores and super- 
markets. 

Suitable for window display and as an 
indoor wall sign, the design employs plastics 
in a manner which results in a_ sign 
equally as effective during the day as at 
night. Its advent into the illuminated dis- 
play field has had a revitalizing effect on 
this type of presentation. 

The “Meadow Gold” cartouche, molded of 
“Plexiglas” and set off by a small frame, 
comprises the entire face of the display. 
Copy is silk-screened on the under side of 
the flat surface. When illuminated, diffused 
light is shed on the field of the cartouche, 
bringing out the red and yellow of the 
trade mark colors in all their) brilliancy. 
The cartouche, done in white, is also illu- 
minated and framed by 1%4-inch thick com- 
position board bound along its outer edge 
by an extruded aluminum molding. The 
frame acts as a baffle, shielding the reflector 
parts. 

The reflector back, required to mount the 
brackets and sockets for the lamps, is of 
thin gauge sheet metal and encloses the 
rear of the sign. 

No installation is required, no mainte- 
nance necessary. The desired lighting effect 
is obtained through the use of otdinary 60- 
watt incandescent light bulbs, either frosted 


or clear, and replacement offers no problem. 


By eliminating the need for transformers, 
ballasts and other components @f neon or 
fluorescent lighting, Kay not only simplified 
and made constant the operation of the 
sign, but reduced the cost 


Display Club Meets 
On Showboat 


The showboat “Golden Rod” was the scene 
of the last meeting of the summer for the 
St. Louis Display Guild the evening of 
June 14th. A box-lunch was served, after 
which the newly elected officers (listed else- 
where in this issue) were installed 


Hembold Resigns Post 
With Portland Store 


The resignation of Kenneth Helmbold as 
display manager for Meier & Frank, Port 
land, Ore., has been announced. He had 
been with the store for four years and was 
formerly employed in display in Hollywood 
He has not announced his plans for the 
future, nor has his successor been ap 
pointed at this time 
Literature Now Ready 
On Display Motors 

Literature describing “Raytheon” motors 
to operate turntables or animate displays 
has been prepared by Russell Electric Com- 
pany, Department 29F, 4501 South Western 
boulevard, Chicago 9, and will be sent free 
on request. Bulletins Nos. 1,000, 2,000, 3,000 
and 4,000 describe four different lines of 
motors as well as giving performance data. 
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RETAILERS SHOW 


RAYBOX™ 


DESIGNED TO RETAILERS’ 
REQUIREMENTS 
PREFERRED BY RETAILERS 








DISPLAY 


SHOWN *90 Large Tray *60 Small Tray 
BELOW 18” x 11” x 4%" 18” x 11” x 3%" 


Clu these fea lures: 


[1 SCOOP FRONT 


Puts every item at fingertips 


GREATER VISIBILITY 


Window effect shows off merchandise 


DUST-PROOF 


Precision fit for maximum protection 


IMPROVED RUNNERS 


Scratchproof. Provide perfect align- 
ment 


SAFETY HANDLE 


Placed low to support full weight 


BUILT-IN SIZE TICKET 
SIZE 


Perfect for all standard fixtures. 
Holds more merchandise 


COMPETITIVELY PRICED 


More efficiency, more uses, more for 
your money 





DEALER INQUIRIES INVITED 











*Pat. Pend 


Write for name of your 
necrest distributor 


116 ESSEX STREET 
s HACKENSACK, N. J. 


| 
| 














DINGLEMAN 
PRODUCTS 


509 West 56th Street 
New York 19, N. Y. 


Tel.: Cl. 5-5447 


A Division of Feder Industries 


AT THE SHOW 
MARKET WEEK 
ROOM 530 


FALL AND XMAS LINES 


Complete range of printed and 
tinselled Christmas designs on 53" 
x 107" no-seam paper. 


STREAMERS OF DISTINCTION 


Stripes 1"-3"-4"-6". — Printed or 
tinselled on no-seam paper. 


Many other items of interest! 

















4 We 
RALS 


Made from your negatives and 
photographs . . . or select from 
our list of original scenics! 
Complete service for cutouts, 
frames and translite boxes. 


WRITE TODAY FOR 
PRICE LIST 


Disp laywarys 


561 Hillgrove Ave., La Grange, Ill. 
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The New Levy's, Tucson 


By JOSEPH H. SCHWAB 


Levy's, Tucson 


E do believe we are justified in 
claiming that our new store is the 
most beautiful and most modern to 


be found between Dallas and Los Angeles. 
Truly, it is “The Store of Tucson’s Future”. 
Situated in a new location, on the corner of 
Pennington and Scott streets — among the 
better stores of Tucson—the building is 
two and a half stories high, with 27 display 
windows and 56,000 square feet of sefling 
area. There are 60 departments. Adjoining 
the building is a large parking area, with 
special attendants to deliver purchases from 
the store to the cars. 

The store was planned and designed for 


the Southwest, and the rapid growth of our 
city. Tucson's population three and a half 
years ago, when plans were first formulated 
for the new store, was nearly 100,000. Today 
it is 140,000. This does not include the 
Davis-Monthan Air Base, the University of 
Arizona with an enrollment of 6,000, and 
our thousands of winter visitors. The new 
store has provisions for two more floors, 
escalators and additional elevators. With 


—Two window displays in the new store ore 

pictured above, while below is the entrance to 

the Antoine beauty salon. Colors used for 

the decorative scheme were taken from desert 
pastels— 
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wider streets in store for the city, on Scott 
street the building was placed back 12 feet 
from the present street line. The 12 win- 
dows on this side of the building set out 
from the main building. Wher the street 
improvement comes, they may be removed 
and recessed into the main building with 
little difficulty. 

In the store there is a full basement, re- 
ferred to as the Lower Level. Here are 
located the engineering facilities, shipping 
and receiving, stock rooms, display depart- 
ment, men’s tailor shop, rest rooms and em- 
ployes’ lunchroom. Two thirds of this space 
is devoted to merchandising fabrics, do- 
mestics, gifts, interior decoration, etc. This 
entire level is painted in various shades of 
green. 

The street floor is definitely modern and 
colorful. Approximately half of it is devoted 
to the Men’s Store, where each department 
is individualized. Black walnut paneling 
and fixtures highlight the Men’s Store, and 
there is an occasional touch of wallpaper 
where needed. Ladies’ accessories, ladies’ 
better shoe salon, ladies sportswear, the 
Western Shop, the accommodation desk and 
several service desks complete the floor. 
Fixtures and cases in these departments are 
of bleached hardwood. Ladies’ sportswear 
carries a bamboo hardwood design, and the 
Western Shop is of pecky cypress and flag- 
stone, 

The mezzanine, which is completely cir- 
cular, is wisely planned. On the east wing 
there are the executive offices, general 
offices, conference rooms, adveriising depart- 
ment, rest rooms, lounge and phone booths. 
The west wing is planned for merchandis- 
ing. Here are the infants’, girls’ and boys’ 
departments 

The second floor is devoted entirely to 
ladies’ ready-to-wear, and is quite a beau- 
tiful floor. Here are eight individual shops, 
each separated from the other —- the Antoine 
beauty salon, millinery, Career Shop, the 
One Eleven Shop (better dresses and suits), 
daytime dresses, Miss Arizona, Jr. (Juniors), 
lingerie, girdles and corsets. One enters 
from the elevator into a 40-foot wide foyer, 
and from here into each individual shop. 





The individualization of the dé¢partments on | 


a single floor gives merchantlising a tre- 
mendous opportunity, and the public’s reac- 
tion has been deeply gratifying 

Color is always a valuable asset to any 


store. Our original plans were to decorate | 


the store with coloring from the Arizona 
desert, and fortunately we have the desert 
in our back yard, which was a tremendous 
help. Southern Arizona colors are magnifi- 
cent — rich pastels, which are frequently 
very vivid. With this thought in mind, we 
rolled up our sleeves and went to work 
without any deviation from our original 
plans to bring inside Gur store a warm de- 
lightful softness pleasing to everyone. To 
accomplish this we started always from a 
basic gray. Mixing our colors carefully, we 
dusted the gray with chosen pastels until the 
tone value desired was accomplished. All 
of our interior coloring is definitely in 
dusty tones — a softness which is rich in 
color value. A number of our departments 
carry wallpaper treatment because in so 
many cases wallpaper completes a depart- 
ment and frees it from the horror of too 
much flatness. All wallpaper used through- 
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MACY'S N.Y., =~ INSTALLS 





No longer a display man's dream, 
the idea of hanging merchandise at any height in any position 
is now POSSIBLE, PRACTICAL AND QUICKLY DONE! Hanging 
objects can be moved instantly back, forward, left, right, up or 
down to suit the design of the window. All the dramatic tricks 
of the stage are at your immediate command with the Seel- 
ingrill. The Seelingrill permits you to trim heavy yet look light 
and airy . . . and all of this NOT IN 10 HOURS PER WINDOW 
BUT IN 1 HOUR! (Proven by actual time study tests.) 

SPECIFICATIONS: Seelingrill is a spot welded grill of ¥” 
square steel, laid out in 6” squares. 3° x6 ...... 23.78 
4x8 ...... 38.00 

Ceiling Toggles — .35 each 


(6 required for 3’ x 6) 
(9 required for 4 x 8) 


display: ORDER TODAY 








Division of Visual Merchandising, 


460 W. 34th St., New York 1, N.Y. 
BRyant 9-5750 


corporation 
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out the store was specially designed, dyed 
¢ and printed to harmonize with planning. 

GLASS Enhance your displays Now a word about the windows. There 

with glass cylinders. Dun- are 27 windows in all. Basically, a window 

‘on Li NDERS : Looe is only a window. It is the treatment of a 

ber offers « wide variety window, and the reaction you receive from 

of sparkling crystal cyl- the community that counts. Our windows 


UNLIMITED : : z are 9 feet 3 inches long, 9 feet high and 
inders for the display in- 7% feet deep. There is a shutter ceiling. 


DISPLAY dustry. Sizes from 114” x We use spots and color filters, introducing 
dramatized lighting for the first time in 


pe ve aie 
POSSIBIL TIES! 10” to 8%” x 14". Small Tucson. I am one displayman who is tired 

7 or large quantities. Keep a of a consistency of coloring for the entire 
store front. To me, it has limited advan- 
supply on hand for con- tages and lends no flexibility to merchan- 
dising. Here I ventured upon a new ex- 
treme. With the exception of the men’s 
windows, I used the softness of desert 
Write today for Dunbar pastels for the current season. I will not 
e repaint until August. They are all done in 
Glass Cylinder Catalogue dusty tones, alternating one cool, then one 
warm color. Extreme care was used here 
to treat each pastel on equal tone value, and 
ing sizes and prices on this was accomplished. The results have 
been very pleasing, as dusty softness gives 
lighting a magnificent advantage, and usu- 
ally the wall shadows carry color reflection 


stant or intermittent use. 


and price list No. 35 show- 


various quantities. 





Dunbar also features private-mold service — glass parts beautifully. 
molded to your specifications in custom-made molds. | Like most display departments, our staff 
Moderate production quantities. Ask about Dunbar’s is limited. We are. of course, in the ex- 
private-mold service. | perimental stage of a new operation. The 
| merchandising angle is my chief interest. 


. | This is where wise planning comes in. Our 
Y ol ; display department controls window mer- 
: | chandising. We have complete authority — 


| the right to approve or reject. Seventy-five 
D U N B A R Ww E Ss 4 i v I R G I N 1 A per cent of our decorative props are pro- 
NEW YORK CHICAGO CLEVELAND LOS ANGELES | duced in our own shop. We find that there 
| is a tremendous saving here. I feel that our 
| department is very fortunate in having the 
fullest cooperation of our management and 
their trust in our ability. 

















Anderson To Russeks, 
Thorpe To Rollins 

Following the resignation of Charles 
Collins as display manager of Russek’s, 
Detroit, John Anderson has joined the firm 
in the same capacity. He was formerly with 
The Rollins Company, and is replaced there 
by Robert Thorpe; the latter had been with 
Davidson's, local specialty shop. 


FIREFLY LIGHTS _j........ 


FOR DAZZLING DISPLAYS AND Appoints Cornell 


DECORATIVE WINDOW LIGHTING | ..<:)"5."".025c ts 
O. Cornell Jr. has joined Flint & Kent, 
| Buffalo, as display manager. He previously 


held a similar position with Lerner’s and at 
one time was with Sibley, Lindsay & Curr, 


CANDLE SETS both of Rochester. 


All types of electrical wiring specialties made to your specifications. 
Jobber inquiries solicited. Write for literature and prices. 


| 
ART MODE MFG. CO., Inc. bl ASS 
427 BROADWAY BROOKLYN II, N. Y. JUNE 25-29 1950 
FALL & CHRISTMAS LINES 





Multiple wired A.C. sets with transformer and 20 clear glass lamps, 25 feet long. 
Series sets A.C. or D.C. with 20 clear glass lamps, 25 feet long. 














MANNEQUIN WIGS! = REPAIRS! oorontiner ag CO 
Horse-heir and novelty wigs meade te ITY 
eer eee pe a eee Por any WANT AD purpose: Be VOTEL NEW YORKER 
a a serves POSITION WANTED POSITION VACANT NEW YORK 
USED DISPLAY EQUIPMENT FOR SALE 
ESTELLE BOBIC K REPRESENTATIVES WANTED 


! ' 
964 2)ST STREET SAN PEDRO, CALIF $3.00 Per Column Inch — CASH WITH ORDER panienal Oea0. OF Dismay industries 
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santa 
magic 


store wide promotion 


see it in the 
grand ball room 
hotel new yorker 
june 25 e 29 


Earl W. Gasthoff Co. 


Danville, Illinois 
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Wallpaper Extraordinary 


For the decorator who is always trying for 

new and different displays, DI-LON is the 

answer. Used singly or in combination, DI- 

LON will make possible unlimited oppor- 

tunities for striking effects. The real beauty 

of authentic reproductions of fine wood 

grains, interesting marbles, warm leathers, 

raffias and other unusual patterns, stim- 

ulates the imagination of any good decora- 

tor. He instantly conjures up many ideas 

Write for literature, samples and name nese gah piene Hest ao 

Because DI-LON is sunfast, it is very de- 
sirable for window displays. 





of nearest source of supply. 











Keep your SHIRTS & PAJAMAS neat 
ond clean with HENRY'S Low Priced 
ee 


Piece Trans- 
perent Molded 
Plastic Trays. 
They have “pull- 
out” handle and 
size card holder, 
and sliding rails 
on bottom, that 
prevents scratch- 
ing. Dress up your 
shelves . Display 
your merchandise 
correctly! 


. 
NOW aveileble: 
Henry's Reinbow Plastic Sateen’ Tae 
Sock & Tie Trays 16" long, « 12" wide 
e 








We are the leaders in the Plastic 
Hanger Field, making over 60 
wy in hangers; and a new line 
of Plastic Sock and Tie Trays and 
Stock Boxes. We are as always, 
equipped and ready to serve you. 





JOBBERS INQUIRIES INVITED! 








| and = fashion 
| Company, St. Louis, Adrian Delsman, display 
| director; L. S. 
| neapolis, W. E 











USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED 
POSITION VACANT 

USED DISPLAY EQUIPMENT 
FOR SALE 


REPRESENTATIVES WANTED 
$3.00 Per Column Inch 
CASH WITH ORDER 














DISPLAY WORLD 


102 TO EXHIBIT AT MARKET WEEK 
[Continued from page 42] 
are again members of the NADI; Abacot 
Displays, Inc.; Grimes Display Service, Inc., 
New York City, and Grant & Sons, Inc., 
Los Angeles. 

The results of the nation-wide study of 
display have been announced by Albert Bliss, 
Bliss Display Corporation, New York City, 
chairman of the association’s research com- 
mittee. 

Based on the observed behavior of more 
than 1,290,000 men and women believed 
to be the largest sampling group in any 
marketing research — the study covered se- 
lected window displays exposed to the side- 
walk pedestrian traffic in one city in each of 
the Federal Reserve districts. Interior dis- 
plays were also studied in some Cities. 

The study was made possible through the 
cooperation of the visual merchandising ex- 
ecutives of the following stores: 

Jordan Marsh Company, Boston, Walter 
V. Krysto, display director; Macy's, New 
York, John R. Foley, window display man- 
ager; John Wanamaker, Philadelphia, Fred- 
erick M. Yost, director of design; The Halle 
Brothers Company, Cleveland, Toni Cipolla, 
display director; Miller & Rhoads, Inc., Rich- 
mond, John Boulware, display manager ; 
Rich's, Inc., Atlanta, F. L. Pallotta, visual 
merchandising director; Mandel Brothers, 
Chicago, John R. Cooper, director of display 
coordination; Famous-Barr 


Donaldson Company, Min- 
Ten Eyck, display director ; 
Emery, Bird, Thayer, Kansas City, George 
Collier, display manager; Sanger Brothers, 
Dallas, Fred Zimmerli, general display man- 
ager; The White House, San Francisco, Louis 
A. Banks, visual merchandising manager. 

“Traffic, readership and sales effect,” says 
Bliss, “were the three broad considerations in 
this phase of our research.” Techniques of 
display were studied in the interior phase of 
the research. 

Following up on the “Pilot Study of Dis- 
play”, wherein the sidewalk traffic exposed 
to all of the window displays of one store in 
one city was analyzed last year, the current 
study incorporated selected window display 
areas of stores located in many cities. The 
study revealed that women dominate the dis- 
play audience in all cities by providing from 
54 to 79 per cent of the total sidewalk 
pedestrian traffic exposed to window displays. 
Both men and women expressed a lively in- 
terest in the visual presentation of merchan- 
dise — they see, read, and remember the 
merchandise messages these displays convey. 

Research supervisors from New York uni- 
versity School of Retailing conducted the 
studies in each city by working with locally- 


recruited research personnel. The window 


| displays were clocked on a rotating schedule 


during the daytime hours that the cooper- 
ating stores were open for business, Research 
supervisors travelled from city to city putting 
the study into operation on their arrival in 


| each community 


Pedestrians passing the test windows were 
classified in three groups, according to their 
reactions to the window under consideration : 

1. All people passing within the test area 
were counted as passers, whether or not they 
showed any interest in the test window. This 
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group represents the total circulation of the 
display being tested. 

2. Any individual who turned his head to 
look at the window display was classified as 
a looker. Lookers represent window readers. 

3. Any one who stopped in front of the 
test window for the purpose of examining 
the merchandise more closely was classified 
as a stopper. People falling into this classi- 
fication are those who show a prolonged in- 
terest in the display. 

It will be seen from these definitions that 
the classifications of traffic overlap each 
other. A looker, for example, must first be 
counted as a passer. He must come within 
the test area before he is counted as looking 
at the display. In the same way a stopper 
must also be counted both as a passer and as 
a looker. 

The trained traffic counting team, each 
member having two hand tally counters, was 
assigned to positions outside one test win- 
dow. One member of the team counted only 
people passing the test location, clocking men 
on one hand tally and women on the other. 
Two more counters clocked only lookers, 
both men and women, by directions. A fourth 
clocker counted only stoppers. Starting at a 
given signal, the clockers counted their re- 
spective traffic classifications for a given 
time period, usually one hour. At the end 
of the hour they stopped counting and _ re- 
corded results on a traffic tally sheet. They 
then moved on to the next test window 
and repeated the procedure for a second hour 
In this manner the periods of the day at 
which any given window was counted were 
rotated throughout the weck. Below is a 
typical window rotation scheau'e for four 
test windows, A, B, C, and D 
Hour Mon Tue Wed Thu [Fri Sat 

A B Cc D A B 
B Cc D A Cc 
( D \ B € D 
D A B Cc A 
A B * D f B 
B Cc D A 3 
c D A B Cc D 

of D A B Cc D A 

By rotating windows each hour and by 
starting the count with a different window 
each day of the test week, differences in 
traffic variation from hour to hour and day 
to day were eliminated as far as possible. 

Using these test methods, researchers re- 
corded and analyzed the behavior of traffic 
with respect to 58 test windows, representing 
such varied merchandise lines as women’s 
ready-to-wear and accessories, men’s wear, 
lingerie, children’s wear, home furnishings, 
and furniture. Readership for these window 
displays ranged as high as 96 per cent for 
women and 92 per cent for men. Wide varia- 
tions in window readership were recorded. 
Professor Cowee emphasizes that such dif- 
ferences should not be construed to mean 
that a given window display was inferior to 
any other. Such a_ conclusion would be 
erroneous because of the differences in type 
of merchandise, time, and the technique of 
merchandise presentation. 

Initial, but significant, results on the ability 
of displays to start and sustain increases in 
the sale of merchandise unpublicized in other 
ways were determined in the study. Coop- 
erating stores kept sales records of the 
merchandise displayed in the test windows 
for the week before the merchandise was 
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displayed, the period when the merchandise 
was on display, and the week after the mer- 
chandise was removed from the window. 
Typical results for four test cities show that 
sales for the week while the merchandise was 
on display jumped 18, 67, 51, and 62 per cent 
over sales for the previous week. Sales 
generally declined when the merchandise was 
removed from the window displays; but 
sales increases that were started in the week 
while the merchandise was on display were 
sustained generally in the week after the dis- 
play at a level above the sales in the base 
week (the week before the test windows 
were installed). 

Interior display studies, conducted at Stix, 
Baer & Fuller in St. Louis and at The White 
House in San Francisco, showed that the 
use of visual merchandising techniques de- 
veloped from past studies definitely improved 
the effectiveness of the displays. Existing 
store displays were alternated with displays 
developed according to tested visual merchan- 
dising principles, and traffic and sales records 
were compiled. Displays employing the im- 
proved techniques demonstrated the ability to 
increase the sales of merchandise which had 
previously chalked up “best seller” records. 

Findings of the entire study will be pub- 
lished in June under the title “The Traffic- 
Readership and Sales Study of Display” as 
report No. 2 in the Visual Merchandising 
Research series. The 128-page volume will 
be fully illustrated and will give complete 
details of the readership and sales results 
obtained in the study. 


Display Institute To Exhibit 
Modern Silk Screen Press 

The new Reinke screen press will make its 
Philadelphia debut at the National Display 


Institute, 617 Chestnut street, Philadelphia, | 
where it will be on display during the week 


of June 19 from 10 a.m. to 10 p.m. except 
on Wednesday and Friday when the closing 
hour will be 6 p.m. 

The exhibit will feature Silk Screen De- 
velopment Week activities at the Institute; 


also on exhibit will be the latest in shop | 


equipment and examples of outstanding 


screen printing in a variety of media. The | 
entire exhibition is being jointly sponsored | 


by the National Display Institute and The 
Joseph E. Podgor Company, 618 Market 
street, Philadelphia. 


The Reinke press is the innovation of 
George Reinke, a pioneer in silk screen | 
development for the past 20 years. The press | 


prints any rigid or semi-rigid material — 
cardboard, “Masonite,” metal, gle heavy 
paper or plastics — up to 4%-inch thickness. 
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Many of America’s biggest and best-known department 
stores .. . Yes, and we're proud of the many, many 
smaller stores, too . . . who 


Display Merchandise Better, Protect 
Their Windows More Efficiently ‘With 


Sunfilter 


TRANSPARENT SHADES 


They're modern .. . and dependable. Custom made .. . 
complete with fixtures . . . Ready for installation. 


Write for free estimate, or see your distributor. 


C J PLASTIC PRODUCTS CO. 
1063 South La Cienega Bivd., Dept. 112, Los Angeles, Calif. 
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DEFINITELY SUPERIOR 
VARI-SHAPE MANNEQUIN WIGS 


There's no doubt about it! Investigation shows that 
Vari-Shape Mannequin Wigs are superior in quality. 
And not only that . . . Vari-Shape wigs are stylishly 
coiffured . . . attractively finished . . . and long in 
value. So... step up your displays; give them a 


promotional boost with Vari-Shape wigs. 


Ne Measuring Necessary 


Designed with a special rubber base, Vari-Shape 
wigs fit absolutely snugly and securely on the skull. 
No Need For Measuring! Come in any color 


desired. Request new style chart. 


Write for Descriptive Literature or Further Information 


HERZBERG-ROBBINS, INC. 


457 West Broadway. New York 12, N. Y. 


“Specialists in Mannequin Wigs and Repairs”. Years of 
skilled experience assure you quality work at budget prices. 











SMART DISPLAY PLATFORMS 
Finished in white 


Set of three 


$3 2.00 


Top unit 24x12x4 7.00 ea. 
Center unit 36x18x4 . 10.50 ea. 
Lower unit 48x24x4 14.50 ea. 


Made of seasoned wood 


QUENSELL DISPLAYS, Inc. FOREST HILLS, N.Y. 
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OUT-OF-DOORS THEME 
LEADS CHICAGO DISPLAY 


[Continued from page 33) 


with matching caps were shown dressed for 
golf, and their caddy furnished a means to 
display boys’ fashions. The entire glass 
facade of five floors was a coordinated dis- 
play, the upper four floors being personal- 
ized by 8-foot posters of famous stars of 
the sports world. 

J. Boghosse at Goldblatt Brothers turned 
his attention to the woes of childhood with 
a promotion that occupied five principal 
windows with gifts for mother. The series 
displayed gifts from trinkets to television 
sets, dramatized by paper sculptured scenes 
titled “Run to Mother.” The scenes were 
intended to bring back memories of mother’s 
kindnesses and instill a feeling that May 
14th was a day to make reparation by again 
running to mother with a gift. The gift 
boxes that flanked the scenes where mother 
was consoling a child with a black eye, a cut 
finger, or some like mishap were duplicated 
by Boghosse’s department for merchan- 
disers. Goldblatt treats Mother's Day in 
much the same manner as Christmas, getting 
before the public a wide assortment of items 
from almost every department in the store. 

At the Fair a full-scale promotion of 
Hawaiian-designed merchandise extended 
from specially set up men and women’s 
shops to the china and glass department 


| where table settings displayed Hawaiian 
| pottery and napery. The interior displays 


were supported by four men’s wear windows 
featuring South Pacific ties and leisure 
shirts, and four women’s wear windows of 
apparel designed and made in Hawaii. On 
the first day of the two-week promotion 
more than 200 items were sold, ranging in 
price from $2.95 to $14.75. The store em- 
ployed native Hawaiian girls to model the 
exotic apparel and Hawaiian music fur- 
nished the romantic atmosphere of the 
Islands. 

Because of the brilliant hues and bizarre 
designs the backgrounds for this Hawaiian 
promotion were restricted to neutral tones. 
The two side panels were of swalli matting, 
woven by Island craftsmen, with bamboo 
poles and gracefully curving stems filling in 
the background and opposite side. Added 
decorative interest was injected by wire 
formations dipped in the sawdust that was 
repeated for floor ornamentation. 

Modern design in fabrics and new design 
in home furnishings were correlated in set- 
tings at Carson Pirie Scott & Co. equally 
as fresh and modern as the work of con- 
temporary designers the displays promoted. 
(See illustration No. 6 for a typical setting 
in the series.) The fabrics shown were from 
the looms of one of the country’s foremost 
designers and the furniture pieces incor- 
porated new construction principles. Clem- 
ent Bradley, director of display, obtained 
new color combinations with a background 
of navy blue and a persimmon upholstered 
chair, the two colors being repeated by the 
sheer cottons that splashed color on the 


| white wallpaper panel that imitated brick. 


A portable sewing machine was new in 


| design and the dress in the making notified 


the shopper that the “new sheer cottons and 


| authentic tartans, so light in weight, so 
| vivid in color” are available by the yard. 
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SOMETHING NEW 


We Are Now Featuring Our Red and White 
Tubes In Diameters of 1” to 14” 


INCLUDE THESE TUBES AND CANES IN YOUR 
CHRISTMAS PROMOTIONS 


We have a complete line of cane tops to fit tubes. 


Available In Red and White and 
Red Metallic and White Stripes 


NEW 10", 12", 14" DIAMETERS — 
ALL LENGTHS — 3-4%-6-9-12 Ft. 
F.O. B. CLEVELAND, OHIO 


See our jobbers or write or wire direct 
for price circular. 


MUTUAL DISPLAY MFG. CO. civeino's onic 





TV “Bubble Machine” 
Stops Traffic 


Admiral’s surge to the front in national | 


television sales is attributed to price, per 
formance, and promotional showmanship 
Consumer interest in “Admiral appeal” is 
aroused and sustained through all forms of 
advertising, particularly in heavy point-ot- 
sale promotion and dealer aids. 

Dealers are kept supplied with powerful 
store and window display material. One 
noteworthy store traffic builder ts the new 
Admiral “Bubble Machine.” 

It is a life size, lithographed cardboard 
reproduction of an Admiral TV console 
From the mouth of the clown on the 12% 
inch screen flows an intermittent stream of 
iridescent bubbles. The display intrigues 
advertising experts as well as the public. 
It was a hit at the recent American Man- 
agement Packaging Exposition at Navy 
Pier, Chicago, and the display symposium 
in New York's Waldorf-Astoria hotel. 

The bubble machine consists of a metal 
reservoir, a rotor wheel and blower. The 
cardboard TV console is shipped knocked 
down and is easily assembled. The bubble 
device is sent in a separate container, ready 
for use. The dealer fills it with bubble 
fluid, sets it on a special shelf in the back 
of the display, plugs into a 110-volt AC out 
let and the bubbles begin. The fluid is sent 
to dealers in gallon containers 

The Admiral TV “Bubble Machine” was 
designed, lithographed and manufactured 
by Einson-Freeman, Long Island City, N. Y., 
for Admiral Corporation, Chicago 








HANSEN 242424 


A bonus of several hours of free work each 
week! That's what your Hansen Tacker 
gives you, because it gets so much more 
work done. Drives tacks or staples firmly, 
accurately — fast as you con grip the 
hendle. Hold the toacker in one hand, 
your work in the other. 


The ideal tool for sign and display work 
Use it for mounting crepe paper ond cor- 
rugated board window dressing, for at 
taching merchandise to disploy cards, for 
hanging posters, attoching easels to 
counter cards, etc. Holds scores of tack- 
points at one loading. Drives through 
hard wood or thin metal. Its very first trial 
will convince you. 


A.L. HANSEN MFG. CO. ASK FOR FOLDER 


| HANSEN] 5041 RAVENSWOOD AVE 
CHICAGO 4O ILL 




















LOOKING FOR 
A CAREER 
i eee 


Build a career in this well paying, uncrowded 
profession. Learn every phase window trim- 
ming and interior display. Study under out- 
standing factulty. Practice in full length windows. 


CURRICULUM 
Cloth, Crepe Paper and Painted Backgrounds, Drug 
Windows, Mens Wear, Children's Wear, omen's 
Ready to Wear and Specialties, Small Wares, Window 
Design, Mannequin Draping, Interior Display, Lighting, 
Show Card Writing, Silk Renan Papier Mache Fabri- 
cation, Prop Construction. 
FACULTY 

MARC BIELER, Bonwit Teller, Phila 
ERNEST R. BUCHANAN, Formerly Baker Sign Co 
JAMES FEE, Strawbridge and Clothier 
SAMSON FREEMAN, Art Dept., Phila. School 
RUDOLPH GARCIA, Formerly the Spielman Co. 
FRANK HANNA, Formerly Chromart Co 
EDWIN J. HEITMAN, Art Dept., Phila. 
ROBERT KRAIN, Display Co. of America 
JOSEPH MAIDA, Formerly Maida Studios 
WILLIAM McBLAINE, Formerly Browning-King Co. 
NORMAN MOORE, Formerly R. H. Macy Co 
WILLIAM B. MURROW, National Display Institute 
CHARLES A, NUGENT, Formerly The Blum Store 
ELWOOD R. SULOFF, Pe State College 

@ Approved for Veteran Training 

@ Free Placement Service — over 85% of gradu- 

ates placed in well paying positions 


“The Nations Center for Display Education” 


System 


School System 


617 CHESTNUT ST., PHILA. 6, PA. 


Write for Descriptive Booklet 
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Better Coordination Urged 
To Aid Display Selling 

Although the nation’s department and 
specialty stores spend some 80 million 
dollars a year on interior and window dis- 
play, in all but exceptional cases they are 
not receiving the maximum return on the 
dollars invested in the displays, according 
to the report of a survey by the New York 
university School of Retailing research de- 
partment. The report is published in the 
current issue of The Journal of Retailing. 

“Many of our larger stores, famous in the 
field for their fine window displays,” the 
report states, “seem to have forgotton or lost 
sight of the fact that the major objective 
of a store is to sell merchandise at a profit; 
that window display is not an end in itself 
but a part of the machinery of selling. In 
a surprising number of instances, our inquiry 
shows that store employes are totally un- 
familiar with the merchandise their store is 
trying to sell in its windows. Except in 
theory, there seems to be little to suggest 











USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 


REPRESENTATIVES WANTED 
e 


$3.00 Per Columa Inch — CASH WITH ORDER 





that window display is considered an essen- 
tial part of the integrated sales effort.” 
Trained interviewers were sent out by the 
School of Retailing research bureau to 15 
leading department stores and large spec- 
ialty shops in the New York City metropoli- 
tan Sales and publicity executives, 
| display managers and buyers were 
| tioned about what was being done and what 
| ought to be done to make window display 
fully effective as part of the over-all sales 
effort 
There is a general agreement, the survey 
| found, that windows, with but few 
| exceptions, are intended to sell the merchan- 


area 
ques- 


show 
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dise displayed there. While it is true that 
some stores use considerable window space 
purely for prestige purposes, the majority 
tend to think of their windows in terms of 
immediate selling power. The latter em- 
phasis is intensified as competition increases. 

While the majority of the stores surveyed 
change their windows once each week, an 
important sale may be given space for only 
a few days. Although it should be stand- 
ard practice to withdraw a display on notice 
that the merchandise has been sold or the 
stock depleted it was found in many stores 
that this is not being done. 

The survey revealed that frequently sales- 
people are not informed of the contents of 
show windows. At one of the nation’s larg- 
est stores the only complete and detailed 
record of window contents is kept by the 
display executive on his own initiative. In 
this modern, enterprising store, angry but 
persevering window-shoppers have been 
known to seek out the display executive in 
their effort to track down some item of mer- 
chandise that had drawn them first to the 
window and then into the store. 

At another large store, well known for its 
able staff or well-informed main-floor in- 
formation clerks, no handy list of window 
displays is furnished these clerks. To 
answer a shopper's question, the clerk must 
take time out to make a telephone cal! to the 
floor superintendent's office where the win- 
dow list is kept. 

Almost all stores inform sales help of their 
own department’s newspaper advertising by 
posting proofs as far in advance as possible, 
it was found. Although most stores make 
extensive use of “As Advertised” signs on 


—This display was created by Guy Rhodes, Patterson Jewelry Company, Garden City, Kan., 


for R. Wallace's new pattern “Romance of the Seas”. 


As reported by an observer: "The 


mere fact that such a window should appear in a town this size (11,000) is unusual, but | 


believe it would have a great deal of power wherever it appeared. 


Its color is beautiful 


and the effect of actual water is startling when one enters the recessed entrance and is 


confronted with the !2-foot wall of water.” 


The mermaid's hair was made of Manila rope, 


corn starch and varnish: fish scales were aluminum foil, and the seaweed was wire covered 
with satin ribbon— 
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PARLORS A and C 


HOTEL NEW YORKER 
June 25-29 


Visit our large exhibit during Display Market Week in New 





York City and see for yourself our superb line for Christmas, 
1950. Unusual ideas and combinations in flameproof pine and 
foliage, set-pieces, garlands, wreaths, trees, post and ledge units 
— everything to convert your store into a Christmas fairy-land, 


at easy-on-the-budget prices. 


OLTMANNS omaha 2 Nebraska 


DESIGNERS AND MANUFACTURERS OF ARTIFICIAL FLOWERS AND DECORATIONS 

















e windows and interior displays, few use “As 
For Cool Summer Promotions, Furs, Shown in Window” cards in connection with You Should Use The 


A : interior displays. RA ti n-Mak 
Refrigeration, Beverages, and For While all of the surveyed stores maintain C*] ce] er 


j j careful and accurate records of the sale of | 
Dramatic Christmas Promotions pe ss ine esse gaa ledge Ge FOR OPERATING MOTION 
measure the selling power of their window WINDOW DISPLAYS * COUNTER 
displays. In some stores, buyers make a DISPLAYS * DEMONSTRATORS 
study of window response for their own 
information and in a few instances regular USED BY NATIONAL ADVERTISERS 
post-mortems are held by display, merchan- 








dise and selling executives to discuss the ° Many Different 
effectiveness of window displays and make Motions with 
plans for the future. Few Parts. 

Store’ executives questioned by the re- ' P Hollow Drive 
searchers had several suggestions as to ways Shaft mokes 
and means of improving the situation. Among morgen 
the display managers the dominant thought | \ apace a 
was that the training department should act } q C.—60 cycle. 
as liaison between the display department 
and the sales force, thus assuring the latter Can be mount- 
ed for CLOCK- 
WISEorCOUN- 
TER CLOCK. 


shee VEEN PPAR AERA DDC BSE ag CDEC “Sc 


of up-to-date and complete information on 
merchandise displayed in the windows. 





Other executives felt that it was up to | , WISE Motion. 
management to insist that the buyers be Sturdily built 
more regular and more thorough about in- ; for continuous 
forming their statfs of what was going on operation. 

in the show windows | (pat. applied for) 





TYPICAL KRYSTALIVE PANEL SIZES: One store executive suggested that a 

15°'x100"'xt 20''x100"'x2 20°'x 36''x3 . 

15''x 72''x4"" 10°'x72""xt"" *"100"'x3"" | special coordinator concentrating on this | MODEL NO. 2 
Dealer's inquiries invited — Samples on request aspect of employe education might be an | 
| effective solution Some store officials felt | 
| that their systems, while good, would never | We Also Manufacture The Mechanical 
| pay full dividends until one person was fully | Parts For Operating Motion Displays 
tad | responsible for a continuous and effective | WRITE FOR INFORMATION 
| effort to link window display with actual | Manufactured By 


a ene selling THE AMERICAN DISPLAY COMPANY 
6415 N. California Ave. Chicago 45, Ill. Of the 15 stores studied, only three had | DAYTON 2, OHIO 
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EVERLASTING RUSCUS TREES (Pictured) Full Round — Flameproof — 
White or Pastel Flocked — Gold or Silver Metallic — Two-Tone Colors. 
3 ft.—$5.00; 4 #.—$7.50; 5 f.—$11.00; 6 ft.—$15.00. 


METAL FOIL TREES (Pictured) Christmas and Pastel Colors. 3-ft.— 
$4.00; 4 ft.—$6.00; 5 ft.—$9.00; 6 ft.—$12.00. 


TREES of Princess Pine, Balsam, and Artificial Long Needle Pine. 
GARLANDS of Autumn Oak, Transparent Oak, Silver Oak, and Gold Oak. 


SPRAYS of Transparent Oak, Mediterranean Hedge, Crinklebush, Smilax, 
Magnolia Branches, Asparagus and Adiantum Fern, and Preserved 
Spider Web Fern. 

Get Our Catalog on Outdoor Decorations 


ATTENTION JOBBERS AND CHAINS: 


Contact us at once for complete information. 


ROWN MFG. CO. 


BOX 511, HICKORY, N. C. 











WE’LL BE SEEING YOU IN 


Room 535 


Hotel New Yorker, Market Week, June 25—29 
FALL CATALOG NOW READY 


ANKERUM MFG. CO. 


19th & Arch Sts., Philadelphia 3, Pa. 
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a definite policy calling for the display of 
the same merchandise in the show window 
and on the selling floor. Only one store had 
a policy of carrying the complete theme of 
important fashion displays through all in- 
volved departments, including related dis- 
plays on the main floor. 

To find the implications of these findings 
in his own store, the New York university 
School of Retailing research department 
suggests that the average store owner or 
operator ask himself a few simple questions. 

“What is the objective of my windows? 
Have I defined that objective and put it on 


| paper? Have I informed my staff of that 
| objective and have I made certain it is 


understood ? Have I sought to establish 
whether or not that objective is being ful- 
filled ? 

“Are my windows a part of the integrated 
sales effort, rather than one of a number of 
sales efforts which I attempt to coordinate? 

“Am I getting a full return on my display 
investment — is my money being spent well 


| or thrown out the window?” 


The best test, the report states, is for the 


| owner or operator to put himself in the 


shoes of the customer and to follow a piece 


| of merchandise displayed in his window 


right up to the point-of-sale. 


| Transparent Shades In Use 


Shown By New Chart 


A new color chart which shows how 


| “Infra-Chem” transparent shades look when 


used for various types of store windows has 
been released by Transparent Shade Com- 
pany, 501 North Figueroa street, Los An- 


| geles, 12. Ira Joseph, director of sales, ex- 


plains that the chart shows graphically the 
merits of “Infra-Chem” sun protection plus 
visibility for window displays. Free copies 


| of the chart will be sent on application to 


Joseph. 
Mechanized Process Printing 
Demonstrated In Canada 

A series of demonstrations of the Mc- 
Cormick Automatic Silk Screen Printer has 
been under way recently at Scott's, 68 King 
street, East, Hamilton, Ontario. When used 
in conjunction with conveyorized force-dry 
equipment and a special line of opaque ink, 
the machine makes possible 1,200 impres- 
sions per hour at 70 seconds dry. 


Change Of Location 
For “Art Hoffman 

The firm of “Art” Hoffman, specializing 
in displays, fixtures and signs, is now located 


at 622 Filbert street, Philadelphia 6 


Ralph Tunison Takes Over 
At Broadway-Downtown 

Formerly assistant to Hubert Murphy, who 
has resigned as display manager for the 
Broadway-Downtown, Los Angeles, Ralph 
Tunison has been appointed acting head of 
the department 


Allentown Store Adds 
Rosemarie Tornabene 

Hess Brothers, Allentown, Pa., has made 
known the addition of Rosemarie Tornabene 
to the display staff as assistant to Mrs 
Doris Meyer, in charge of windows. 
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Amplex Announces “Adapt-A-Unit" 
Accent Lighting Fixtures 

A new line of “Swivelite” display fixtures 
for accent lighting is now being manufac- 
tured by the Amplex Corporation, 111 
Water street, Brooklyn, and is said to 
incorporate a revolutionary new “Adapt-A- 
Unit” principle in design and construction, 


—The porcelain shell of the swivel socket of the 
“Swivelite” line is removable to permit easy 
addition of either standard or midget hood 
units— 

with all basic parts completely  inter- 
changeable. This interchangeability now 
affords the displayman unlimited opportunity 
to give full rein to his ingenuity in selecting 
any desired lighting arrangement 

“Swivelite’'s” advanced design 
these four features: A superior, double-ball 
swivel provides free-floating 360 degrees 
horizontal and 170 degrees vertical direction- 
al focus. The fixture can be flexed to any 
position by a mere fingertip touch and stays 
put at any angle without the use of set 
screws or wing nuts. “Swivelite’s” satin- 
aluminum finish is protected by Amplex 
“perma-coat” that neither discolors nor 
blisters from operational heat. Improved 
ventilating ports carry off excess heat away 
from the lamp socket, which means lamps 
burn cooler and last longer. The “Adapt-A- 
Unit” principle allows complete flexibility 
for adapting lighting re- 
quirements 

As illustrated, the porcelain shell of the 
swivel socket is removable to allow easy 
addition of either standard or midget hood 
units. This feature applies 
throughout the entire line which 
portable base units, screw-in units, single 
socket canopy units, cluster canopy units, 
curved arm canopy units, rigid “downlites” 
and “hi-hat” units. By means of “add-a 
pipe” and “add-a-flextension” lengths, or a 
combination of both, plus the “Adapt-A- 
Unit” feature, all these units can be extended 
or varied to provide over 400 different light- 


includes 


fixtures to new 


exclusive 
includes 


ing arrangements. 


Cavendish Displaymen 
To Meet In New York 

Under the direction of Barbara McGinniss 
of the Cavendish Trading Corporation, dis 
play executives of stores belonging to the 
Cavendish group will meet in New York 
City on June 29th Edward Ambrose, 
Chandler's, Boston, is chairman 

A review of the products shown at Dis 
play Market Week will be given, along 
with budgeting, back-to- 
school, and Christmas display 


discussions on 
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Sales-conscious 
display managers 
TOAST MANHATTAN! 


. . » because Manhattan Mannequins 
are sales-stimulating. 
They're the sweetest traffie-pullers you 
ever saw .. . life-like poses, latest coiffures, 


available in a variety of lines, all economically 


priced to keep sales costs low. 


That’s why stores all over America are pouring 


orders in for Manhattan Mannequins. 
Next time you order mannequins, 
make yours Manhattan! 


(“MULTI-FIT” Wigs are available 
on all our models) 


MAMIAT] 


e 


Write for descriptive literature or further information. 


\\ MAVAEUUINS 


New York N 


Manhattan Mannequins, inc. 
are creators of: 


@ FASHION FAIR 
MANNEQUINS 

@ MULTI-QUINS 

@ KIDDI-QUINS 

@ REGULAR WOMEN’S 
FIGURES 

@ REGULAR CHILDREN'S 
MANNEQUINS 





Visit Our Showroom 
35 W. th Street 
during 
Display Market Week 
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A 


STUDY 
WINDOW DISPLAY 
AT HOME 


Easy Home Study course showing 

how to do every phase of window 

display work. Merchants, display 

men, women and will 

find this course the finest of its 

kind. School founded in 1905. 
Employers: Free to you— 
Names of our Graduates. 

Write for literature. 


THE KOESTER SCHOOL 


3710-12 N. Cicero Ave., Chicago 41,111. 
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eap a rich harvest of 
nterest in your displays 

y using bright and 

eautiful ribbons 


0; highest quality by 


ational Ribbon Corp. 
444 FOURTH AVENUE, NEW YORK 16, N. Y. 
The most complete line of decorative 


oll widths and colors in 
toffetes and novelties 


= 


ribbons 


tinsels, sotins, 





SAMPLES AND PRICES 
ON REQUEST 











Capital Merchandising Co. 


Manufacturers of 


THE JOBBERS LINE 


DISPLAY PAPERS 
AND CLOTHS 


will show in 


Rooms 627-628 


Hotel New Yorker 
Market Week 


Manufacturers of 


Fiocked Papers and Cloths 
Leatherettes 

Tinsel Cloths 

Novelties, etc. 


CAPITAL 
MERCHANDISING CO. 


365 Thatford Ave. Brooklyn, N. Y. 
Dickens 6-1423-1424 
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Display Puts Sale Across 


By MARIE GRANT 


AST year the Anderson Jewelry Company 
of Salt Lake City started the largest 
diamond promotion in their 31 years of 

business. More diamonds were sold in one 
month than had ever been sold in a full 
year’s period previously. Attention-compel- 
ling displays were largely responsible for 
the success of this promotion. 

While Anderson's normally use only the 
front window for diamond display, it was 
decided that it would be extremely effective 
for this promotion to show the gems in all 
windows. The corner location provides 18 
sections 10 feet long, 40 inches deep, and 8 
feet in height. The 175 running feet of win- 
dows meant that the proposed display would 
project. Display was 
fact that the store 
stocking 


represent a sizable 
“light” in view of the 
had not only but interior 
of diamonds Large cards and 
effective stands were substi- 
tute for mass showing of diamond ring sets 
desirable to make the mass im- 
pression that Anderson Jewelry Company 
having a terrific diamond sale. The 
aim was to make the store say “diamonds” 
‘round This was partially 
accomplished with the use of two 8-inch 
One was attached to the center of 
and allowed to hang vertically 
Ribbons were run from one post to another 
all the way around the store, and were even 
doors in order to 
wrapped in 
showed the 


display 
to consider. 
employed to 


It was 
was 
all the way 
ribbons 


the window 


against all the 
appear to be 
ribbon 


pasted 
have the store 


I at h 


reduction 


sectional 
In other 


ribbon 


price words, each sec 


tion told an entire story about all the dia- 
monds in that particular display. Ribbon, 
flat on the window floor, carried exactly 
the same copy and again impressed the 
window shopper with the fact that diamonds 
were on sale. Customer attention was caught 
in two ways: Distance viewing of the win- 
dows; diamond displays in the window. 

In individual windows sticks were covered 
with diamond-shaped glass mirror. The 
mirror was suspended from an “egg crate” 
in the top of the window. Sticks made out 
of %-inch stock, and to which were pasted 
¥-inch square pieces of mirrored glass, 
were hung vertically. Because the mir- 
rored strips did not quite cover the sticks, 
the sticks were first stained red. After 
applying the glass, the stick corners thus 
were still attractive in appearance. Dia- 
mond-shaped stands were attached to the 
end of each stick and used as a base to 
display one set of rings in a box. 

The diamond-shaped board was attached 
or held to the ceiling by the center post. 
This extension tube which can 
be made smaller or larger. It will fit in 
several places in or out of the window. 
Attachments for arms, or stands to provide 
vertical displays, add to its versatility and 
effectiveness. In this instance it was em- 
ployed to bring displays to eye level. 

A large, velvet covered piece of wallboard 


post is an 


—The sketch shows the arrangement of each 
display; 18 similarly treated windows made up 
the complete bottery— 
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was cut in the shape of a palette to which 
three strips of plastic lace were attached. 
This prop was employed to offset the large 
space without extensive use of diamonds. 


The window floor was covered with a ‘ 
paper of soft finish. : ; 
The general color scheme was cerulean va > ° 


blue, and cadmium light red; in other words, 


all light, bright colors. Spotlights against 
the mirrored sticks were effective. Small 
fans were arranged behind each of the : Re 


palettes to move the sticks slightly with the 


colored lights playing against them. x m 
All diamond goods on display were : 


boxed. Tickets beside each item gave the 

former price, the sale price, and the terms. 
All displays remained in the windows until 

11 o'clock each night. Extra insurance, 

$50,000, was purchased to cover this risk. A . 

man was also retained in the store to guard 

against window breakage. The store had 

an arrangement each night for an employe fo New Line of Mileo Manne- 

to return to the store and take out 90 per athens “i 5 

cent of the diamonds displayed. It was quins Celebrates 50 Years of 

considered mandatory to leave the diamonds 

in the windows for night shoppers. Mannequin Manufacture. 
A banner of the vivid fluorescent type 

was hung all the way around the store. 

Two hundred and twenty-five yards of ma- See the smart women, demure misses, flirtatious 

terial were required. The width was 14 

ene Oe He eae He Oe eens: ete OF P08 *teens and adorable children — display figures 

employed’ in the window display. This 

banner stated : “$100,000.00 Worth of Dia- which proudly head the long line of Mileo 

monds .. . The Greatest Diamond Sale in ¢ 

Western U. S. A... . Diamonds at Reduced : 

Prices ... The Greatest Diamond Sale Ever Mannequins. 

Offered ... Save 50 Per Cent.” The banner 

was visible for a block in any direction and Don’t miss the new collection, on 


could be seen from any one of the com- 


petitive stores. 

The store interior was designed to tell the display in our Studies and at the 
story once again. The display plan was 
naturally modified in the interior. Four- 


inch red ribbon was employed in encircling HOTEL NEW YORKER 
each display case. The advertising copy > 
here duplicated the exterior plan. The 4- ROOMS 536-537 
inch ribbon was also employed, repetitiously, 
on -the floor of the case. Interior displays June 25th to 29th 
of diamorids were conventional. 

Display personnel were paid a percentage 
of the profits as a bonus in lieu of overtime 


remuneration. Sales personnel were given 1 MILEO MANNEQUINS = 


per cent commission on sales in return for 
the evening time they spent helping com- 7 WEST 36TH STREET, NEW YORK 18 
plete the display. While the display appro- Phone: Wisconsin 7-7618 
priation ran only 8 per cent of the full ‘ 
pee alloted for the event, it was con- Since 1900 
sidered by far the most effective tool of 
promotion. 

The success of this plan was so great that 
the Anderson Jewelry Company is planning 
a similar promotion for this July. 








i i 
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| CCnnplets Fall and 


MARKET WEEK Christmas lines on view in 


Ne ’° 2 : pe - Rooms 532 & 533 Hotel New Yorker, 
FALL & CHRISTMAS LIN 
June Market Week. 


HOTEL NEW YORKER DOERR lau 
NEW YORK : 


DISPLAY DESIGNERS AND MANUFACTURERS Partsmouth, Ohio 




















For Fine Manikin 
S<vilakiallare meclare 


Distinctive Wig Styling 


SEE US 


MARKET WEEK 


ROOM 516 


MADISOMIA 


America's Largest Manikin 
Refinishers 
NEW YORK 64 WEST 25TH STREET 
125 WEST LAKE STREET 
BOULEVARD 
FRANCISCO 


CHICAG 
DALLAS 209 S. INDUS 


PASADENA SAN 


7 Neate) fre) 1.1445) 


SCHOOL DESKS 


Wood Letters & Characters 
For your Back-To-School Displays 
in attractive colors 





INTERIOR 
STORE SIGNS 


Disptay Crart 


6) LAKE DRIVE SF GRAND RAPIDS 6 MICK 
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Schack’s New Home 


EVERAL hundred persons were in at- 

tendance at the formal opening of the 

modern new offices, showrooms and 
display factory of Schack’s, Inc., of 2516 
West Armitage avenue, Chicago, during the 
afternoon and evening of May 26th. 

The date culminated a _ six-month re- 
modeling program for Schack’'s 50,000 square 
foot factory, which is devoted 
to the manufacture and design of displays 
for all merchandising requiring 
display operations. The firm, which has be- 


exclusively 


categories 


—Above, a front view of the building at 2516 

West Armitage avenue. . .. In the office of 

Philip S. Goldberg, on the left, Richard W. 

Goldberg looks over photographs of the new 
line for Christmas— 


come one of the leaders in flower and foliage 
production since its advent on the display 
scene in 1888, has incorporated complete 
wood-working, rod wire manufacturing and 
spray booth operations in its new plant. 

The Schack organization now features a 
complete artificial flower and foliage as- 
sembly production process including every- 
thing necessary for the manufacture of these 
decorations from the custom coloring, cut- 
ting and embossing of raw materials on the 
premises, permitting an almost unlimited 
variety otf and style choices, to a 
large battery of hand and machine as- 
sembly operations. 

Visitors to the new plant last month were 


color 


[Continued on page 116) 
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“BIGGEST ELECTRICAL DISPLAY” 
(Continued from page 60] 


public during its tour, according to G-E 
spokesmen. They explained that the exhibits 
aboard the train have been designed spe- 
cifically to interest those who produce elec- 
tric power and those who put it to work in 
industry and the community. 

Arrayed throughout the train are displays 
covering the complete range of apparatus 
for industry. Individual exhibits — many 
of them operating — cover such equipment 
as turbines, sub-stations, transmission equip- 
ment, motors of all sizes and ratings, com- 
plex driving systems, industrial and street 
lighting fixtures, precise instruments, weld- 
ing and heating equipment, diesel-electric 
switchers, controls, urban transit and rail- 
road equipment. 

Still others relate to atomic power, wea- 
ther research, guided rockets, aircraft jet 
engines, ultrasonics, ship propulsion equip- 
ment, fire control systems, and “snow-mak- 
ing” techniques. 

Henry V. Erben, vice-president and gen- 
eral manager of the apparatus division 
pointed out that the company was inspired 
to launch the exhibit train not only because 
of a “natural desire to sell more General 
Electric products” but also for “far more 
important reasons having to do with our 
national economy and industrial well-being.” 

Clayton P. Fisher, manager of the divi- 
sion responsible for preparation and opera- 
tion of the exhibit train, explained that many 
problems had to be solved in installing a 
display of this kind in a “tunnel 9% feet 
wide and 1,000 feet long.” Specifications 
worked out for the exhibits, he said, took 
into consideration such factors as_ size, 
weight, center cf gravity, shock resistance, 
and electric power requirements. 

Wherever possible, actual apparatus has 
been displayed aboard the special. Where 
size and weight limitations have made this 
impractical, he explained, scale models or 
other representations have been used 

Fisher emphasized that there is a planned, 
logical order to the train’s exhibits: Visitors 
first see equipment for producing power, 
then apparatus for transmitting and 
tributing it, then, finally, the techniques and 
products for profitably utilizing it. 

The exhibit material, he said, 
liberately designed to put our 
the position of an actual user of the 
equipment. The visitor ‘operate’ a 
diesel-electric locomotive, for example 
model switchers and cars will follow his 
control.” Most major exhibits, he pointed 
out, go through an operating cycle auto 
matically or can be energized by visitors 

The six display firms which participated 
in the construction of the exhibits 
the “More Power to America” special are: 
The Displayers, New York City; The Gen- 
eral Exhibit & Display Company, Chicago; 
Vanguard Exhibit & Display, Inc., Brook- 
lyn; Harvey G. Seif, Inc. Cleveland; 
Surton-Rodgers Display, Inc., Cincinnati, 
and Ivel Construction Corporation, Corona, 


New York. 


dis- 


“was de 
visitors in 


can 
and 


aboard 


Wire Figure Makes Debut 
In Lord & Taylor Windows 


In a series of settings created by Henry 
Callahan and featuring the paintings of 
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and Les Wipperman. 


2018 WASHINGTON AVENUE 





We'll See You at the Show 


Left to right, front row: Willie Kickirillo, Harry Benge, Ted Stokes, Jay Mec- 
Millan, Al Wingrove, Henry Raubach and Tom Hughes. 
Elmer Fink, Joe Mercurio, Bill Coslow, Frank Harrison, |. T. Vierheller (president 
of the firm), Flint Vierheller, Ernie Carlson, Henry Lambach, Irv Vierheller, Jr. 
George Krotz, Erwin Hiffman and Roy Truly, three sales- 
men not included in this picture, will also be present at the show. 


With Our Complete Line of 


1950 Fall and Christmas Displays 


New York NADI Show 
Hotel New Yorker 
Rooms 603-4-5-6-7-8-9-10-11-12-14-15 


GARRISON-WAGNER CO. 


AMERICA'S MOST COMPLETE LINE OF 


Back row: Joe Ryan, 


June 25 thru 29 


ST. LOUIS 3, MISSOURI 
DISPLAY MATERIALS 











Wire,” the new 
Ferris 


Lester Gaba, “Miss Live 
all-wire mannequin 
Shacknove, made her debut recently in Lord 
& Taylor’s windows, New York City 

Against the chalk-white background hung 
with dramatically scaled studies of fruit and 
vegetables, the white all-wire mannequins 
gave the apparel they wearing the 
illusion of floating in Clare 
McCardell’s summer prints and the tailored 
summer clothes of Brigance, Bonnie Cashin, 
and Josette Walker were given added em- 
phasis by the mannequin’s transparent 
quality, while the unusual display figures 
themselves proved real crowd stoppers 

The mannequin is a size 12, 
at the shoulder, 


designed by 


were 
space 


articulated 


wrist, elbow, neck, waist, 


hips, and knees, and can be accessorized like 
any standard figure. In addition to being 
used as a complete unit, however, it comes 
apart to be used separately on ledges, for 
counter displays, and store interiors A 
companion figure for men’s wear is being 
Ferris Shacknove Studios, 45 
Grove street, New York City 


readied by 


Klein Joins Sales Staff 
Of Colonial Decorative 


Al Klein, well known in the display field, 
has joined the sales staff of Colonial Deco- 
rative Display Company, New York City, 
and will cover the states of Ohio, Kentucky, 
Illinois and West Virginia 
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There are no wigs to compare with... 


Conrsille 


MANNEQUIN WIGS 


A surprise is in store for you 


Visit us in New York where we will join with Zeppen-field in 


Booth 13, Mezzanine, Hotel New Yorker 
Market Week, June 25-29 


Vitenuccce = BMEL CORSTLLO, ine 
DISTRIBUTORS FOR 9 ’ 
EXCLUSIVE TERRITORIES. DESIGNERS OF FINE HAIR PIECES 

1343 N. La Brea Ave. Hollywood 28, Calif. 
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AUSTRALIANS FORM 
ASSOCIATION 


[Continued from page 52) 


facturers and in turn retailers in efficiently 
organizing display campaigns. 

(k) To assist retail stores and recognized 
display bodies in choosing efficient display 
staffs from recommendations of a display 
board. 

(1) To assist any other association or 
club for the purpose of furthering any of 
the objects of this association and to co- 
operate or become a member of any other 
association or club whose objects are similar 
or in part similar to the objects of this 
association. 

(m) To take any gift of property whether 
subject to any special trust or not for any 
one or more of the objects of the associa- 
tion. 


ARTICLES 
OF THE DISPLAY ASSOCIATION 
OF SOUTH AUSTRALIA 

The name of the association is “Display 
Association of South Australia”. 

The association shall consist of display 
members of the retail stores and any recog- 
nized display bodies of South Australia in- 
cluded shall be display executives, display- 
men, ticket writers, silk screen artists, etc. 

Any person who may have been in cor- 
respondence with the association or who 
may have expressed his willingness to keep 
the association informed on matters of in- 
terest to the profession may by resolution 
of the elected panel be admitted as a cor- 
responding member of the association. 


(Both the above members have no voting 


power.) 

The secretary shall keep a register of all 
members which shall contain such members 
as from time to time may be presented. No 
names except the names of those members 


already on the register shall be entered | 
therein except on the authority of the | 


elected panel. 
Any member desirous of resigning his 
membership shall forward his written resig- 


nation to the secretary, and the panel may | 


accept the same on payment of all subscrip- 
tions and fees then due and owing by him. 
If a member’s subscription is overdue for 
three months, notice of such fact will be 
sent him by the secretary and if he omits 
or neglects to pay within one calendar 
month his name shall be removed from the 


register and he shall cease to be a member 


as from that date. A member whose name | 


has been removed from the register as 
above may apply at any time for re-instate- 
ment, such a decision to be decided by the 
panel. 

Whenever any person shall cease to be- 
come a member he shall from that date 
cease to have any claims upon or interest in 
the association or any part thereof. 

Membership fee 1 pound 1 shilling, pay- 
able in advance. Any person who becomes 
entitled to admission shall before his name 
is entered in the register pay the annual 
subscription in advance and which shall be 
due and payable by each member of the 
association to the secretary thereof and at 
a date to be decided, but the payment of the 
whole or any part may be retnitted by the 
panel under any circumstances involving 





DISPLAY WORLD 


We Know You Are Coming 
So We "Cooked-Up" a Treat! © 


There’s a gala welcome awaiting you at DECORATIVE when you 
visit New York during Market Week. 


We are celebrating with an “open house” at our showrooms where 
we are proudly presenting a complete line of Fall and Christmas 
creations. 


DECORATIVE PLANT 


CORPORATION 


136 WEST 24th STREET ©  WEW YORK 11, N. Y. 
WAtkins 4-4405 














1951 SAMPLE BOOKS WILL BE 
READY THIS MONTH 


Reserve Your Copy By Mail At Once 
Or See Us In 


ROOM 621, HOTEL NEW YORKER 


MARKET WEEK, JUNE 25-29 


ABACOT DISPLAYS, Inc. 


FACTORY, BEDFORD HILLS, N. Y. 
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hardship on the member making such appli- 
cation. 


0 DISPLAY ASSOCIATION ELIGIBILITY 
7 th 7 OF MEMBERSHIP 
ee 7 (a) If a member has completed two years’ 
—— 





continual service or more as a displayman 


and is in the employ of a retail store or any 


pcm 
recognized display body in such capacity 

TOCK RUBBER DISPLAY PIECES oad is sachpuamnai to the committee for 

TO FIT INTO YOUR DESIGNS membership by his immediate display ex- 


ecutive then his application will be auto- 
EE matically approved as a member by the 


committee. 


_ ' ne ~~ ee (b) The above clause will apply in the 
PEC : case of ticket writers, silk screen artists 
and showcard artists with the exception that 
a minimum period of 12 months’ continuous 
No. 201 — Red-Headed experience is necessary before recommenda- 
Bull, 18"x7"'x4". $6.00 tion can be made. 
No. 202 — Complete (c) Where in the case of only one em- 
Set (right and left cou- ploye as a displayman or part-time display- 


gor) 8" x 12%" 11%". man being employed by a retail store or 
ape ‘ ” any recognized display body then this em- 
Finished s2; block with ploye to become eligible must in addition 
white antique . $8.00 to having two years’ practical experience, 
Special finishes available be required to make nomination to the dis- 
on request at slight extra play panel, who after taking all details into 
onus: account will make the decision on the 
eligibility question. 

(d) Any incidental cases arising and apart 
from the above requirements as set out in 
clauses (a) (b) (c) would be referred to 
the display panel for their ultimate decision 

Created by the on eligibility. 
nationally renowned 











(e) Members who are employed as dis- 


_Sculptor TRI TIX { Also Manufacturers of playmen in any retail store or recognized 
Dick Wiken we ? WUC. Tri-Tix Rubber Cream Give display body and have not completed two 


3745 N. PALMER ST., MILWAUKEE 12, WIS. years’ practical experience in such capacity 
will, however, not be penalized in any di- 
rection whereby the committee deems it fit 
that they will benefit most towards learn- 
ing or any social capacity of the asso- 
ciation. 
1, They are not considered financial 
members ; 
2. They have no voting powers; 
3. They are classed in the capacity of a 
visiting member. 

({) Membership is open to both sexes who 
qualify in accordance with the necessary 
regulations. 

(g) As for any person recognized as a 
display manager and having the necessary 
qualifications, his membership shall be auto- 
matically approved by the committee. 

Each month every member is posted a 
copy of the publication “South Australia and 
West Australia Draper & Retailer” which 
has been made the official organ of the 
Display Association of South Australia; 
this publication provides an exclusive cover- 
age of activities, winning windows, etc. for 


Room 629 the month issued. 


PLASTIC FABRICATORS 


44 MURRAY STREE NEW YORK 7. N JUNE 25-29 1950 
PRICE CARD and 


ran PRICE CARD end SIOUNSITa SMALL RUPENS FALL & CHRISTMAS LINES 


WINDOW TRIMMER'S TOOL For Show Case and Interior ge 
SNAP-IN TAG NEEDLES Produce display effects impossible with regular 
U. 8. Pat. Ne. 261617 lines of display flowers. Unsurpassed beauty. L NEW Mathes Ga 
Threads with your eyes shut Tremendous Varieties in Stock 


rite for Mlustrated Pr vie NEW YORK 
on ) sn Ao ‘Help no a oie MILTON Ss. AHRENS, INC. 


Importers — Mfgs. —- Exporters 
RUDOLF ORTHWINE CORP. 
$03 W. 33rd St., New York 1, N. Y. + am Se SEW Sens &, 5. ¥. National Assn Of Display Industrics 
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THE NEW GYRO-TRON MAGIC MIRROR DISPLAY... 


SELLS FROM ANY ANGLE! 
SELLS ANY TYPE CF ITEM! 


GYRO-TRON is the traffic stopping, attention 
getting moving display long sought 

by most advanced point of purchase men. 
GYRO-TRON MAGIC MIRROR 

is designed for all types of window 

and counter displays. Your merchandise will 

be shown to its best advantage from every 
angle . . . the smooth invisible constant motion 
of the revolving vertical mirror, and 

rotating display platform supply the eye 
compelling factor that mean sales for you. 

All working parts fully guaranteed for one year! 


VISIT OUR SHOWROOM CONVENIENTLY LOCATED AT: 
11 WEST 42nd STREET @© NEW YORK 18, N. Y. 
DURING NEW YORK MARKET WEEK JUNE 25 TO 29, 1950 


U. S. Patent No. 2087187 and No. 2507641 


IVI inerva Inter-Continental Display Corp. 
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ANlt A STAPIE FOR AGEING Stet 


AT 
a powerruc Gua Tacker THAT , ... iia 
SHOOTS A STAPLE WHEREVER 
A TACK CAN BE DRIVEN 


ARROW T-32 GUN TACKER ATTACHMENTS 


Matteckment TT 
ic 


Assures positive deep pene- 
tration of staple inte win- 
dow shade pole for faster 
operation. 


Price $ .75 


4 




















Screen attachment 


Constructed with two 
prongs that ¢lamp inte 
webbing of screen render- 
ing it taut eliminating 
slack when tacking. 


Price $ .75 














Profitable Dealer Items for Staple Repeat Business 3/16" 4/16" j 
Attractive window displays and other promotional mate- same machine takes 3 size stables pi WINDOW DISPLAY MEN 


rial are waiting fer you. Write for our new catalog 

sheets and brochure. ONE LOADING EQUAL To 150 TACKS 
Canadian Distributor California Distributor $ oO Terri Stl Avel “ “ 

Lightstone Sales, Montreal B Sternberg, Los Angeles Monufacturers’ Repr tati 

















VENETIAN BLIND MAKERS 











SHOPPER STOPPER 


<> Bullock's, t. A. used 
DIXRAY activated by 
orchid spot lights to 
help sell hosiery. 


NEW FLEXIBLE-ROUND 
DAYLIGHT FLUORESCENT 


for lettering or display design 
* 4 RADIANT COLORS 
cerise, red-orange 
chartreuse and red 
* ACTIVATED BY ANY LIGHT 
(especially black light) 
* HAND-FORMS EASILY 


re-form for re-use 
* 5/32 INCH DIAMETER 
*® QUICK — INEXPENSIVE 


100 ft. coil DIXRAY 1 color (f.0.b. LA.) $15.50 
20 ft. TRIAL OFFER (post-paid, cash with order) 
$3.30 


FREE DIXRAY sample and folder showing kit 
for quick-forming script lettering and many 
few profitable display uses. 
Write...Dixray * Western Lithograph Co. 
600 E. Second St., Los Angeles 54, Calif. 








NATIONAL IS ® 
HEADQUARTERS FOR 
RACK SIZE DIVIDERS 


The New “SEE SIZE" 


Our latest plastic size divider with inter- 
changeable sizes. Can't fall off the rack. 
Made of heavy moulded plastic with a 
window in which the proper size is inserted. 
Can show one size on one side, another size 
on the other. 7'," long by 3%" wide. In 
white or black plastic. Sizes from 1 to 60, 
including half sizes .. . Also A-Z for lay- 
aways. Complete with insert. 35c¢ 


— inserts 7',c each) 
NATIONAL HANGER CO., INC. 
253 W. 26TH STREET NEW YORK 1 
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—Some of the members of the newly organized Evansville Display Club. Left to right be- 
ginning in the foreground, Richard Schmitt, Walter Snyder, Ray Conners, Roger Harpe, 
Bill Gymer, |. K. Stevenson (guest), John Barton, vice-president, Russell Moyer, president, 


May Lowe, secretary, Betty 


Burke, treasurer, Robert Seybold, committee chairman, Charles 


Helfrick, Bill Riddle, Jane Wireman, Ben Ragsdale, and Mary Traylor— 

















Spectacular Information Center 
And Display Opened 

A spectacular new photographic informa- 
tion center and display, to demonstrate notable 
achievements in photography and provide an 
easily accessible information service for all 
picture takers, was opened in New York 
City on May 15 by the Eastman Kodak 
Company. 

The display and exhibit occupies the en- 
tire east balcony of Grand Central Terminal 


| and features the largest color transparency 


ever made. This compelling photograph, 18 
feet high and 60 feet long, will be known 


as the Kodak “Colorama.” It presents in 
three panels a picture of a mother photograph- 
ing her little boy and girl and close-up 
pictures of the children. 

The giant transparency featured in the 
“Colorama” will be replaced with new and 
equally interesting pictures at regular in- 
tervals, Kodak officials said. In subsequent 
presentations, two, three, or more photos 
may be featured at one time, or the entire 
sweep of a big transparency may be devoted 
to a single inspiring picture. 

The Kodak information center, which is 
located on the balcony behind the “Colorama,” 





—Particularly interesting is the background treatment in this display by John R. Foley, R. H. 
Macy & Co., New York City; the same leaf-on-leaf three dimensional material was used in all 


windows and within the interior for the store's spring showing. 


The photograph is by 


courtesy of Abacot Displays, Inc., Bedford Hills, N. Y., manufacturer of the material— 
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features exhibits of both outstanding black- | ” SHOW CARD and 
and-white and color photography, and dis- | I HE MA 
plays of the latest photographic products. It | POSTER CHINE 


is staffed ‘with @ group of specially trained | FEATURING: SPEED . . . SIMPLICITY . .. LOW OPERATING COST 


experts from Kodak’s service divisions, 
photographic supplies or materials will be ... LONG LIFE 
sold at the exhibit. 

Speaking at opening ceremomes for the 
huge “Colorama,” Adolph Stubér, Eastman | 
Kodak Company vice-president in} charge of 
sales and advertising, said that for years the | 
company has been considering possibilities 
for a display and photographic information 
center in metropolitan New York. 

The east balcony of Grand Central has long 
impressed members of the Kodak organiza- 
tion as an ideal spot for such an exhibit and | 
display, Stuber reported. 

The world’s largest full-color’ transparen- 
cies which make up the giant “Colorama” are 
made at Kodak park in Rochester, N. Y., on 
a special new color film. There, two or more 
color originals on color sheet film are enlarged 
to produce the tremendous color transparency 
which hangs at the terminal. 

The original color negatives used in this 
process cannot exceed approximately 5 inches 
in height or more than 9% inches in length 
By enlarging these pictures approximately 44 
diameters, the full 18 by 60-foot area is filled 
with one or more giant color pictures. If 
only one picture is to be featured in the 
Colorama, the two negatives necessary to 


make it are made by standard photographic 
panorama techniques so that the result will D i S$ p LA yY E Q U d Pp hM E N T C @] j 
appear to have been made as a single pictur e 
The degree of enlargement achieved in the | BOX F-144 ADRIAN, MICH. 
enlarging process may be gauged from the 
fact that the image on a strip of film, 14 inch 
wide and 5 inches long, is enlarged to 19% 
inches by 18 feet. As a result, the head of | 
the little girl, as seen in the close-up on the ' ° 
left side of the “Colorama,” measures ap- \ OATH Z 
proximately 4 feet from chin to forehead ) 
in the finished display. 





Used for over fifteen years by leading national chains. Many hove from 50 to 500 or more in use. 


MADE IN THREE SIZES .. . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


























New Display Hand lutely 4 \ Otht) 
Is Life-Like ert 

“One of the most life-like plastic hands 
ever produced” is the claim made by Handi- 
form Plastic Corporation, 11 West 42nd | - yit 
street, New York City 18, for its line of | If ple 
unbreakable hands ; 

Construction highlights a movable thumb | / (/ ] 
which not only adapts the hand to many aa 
display uses but creates an amazingly life- F 
like effect. Natural flesh tones, hand- | | {itl 
painted fingernails, and anatomically perfect (re 
molds heighten the illusion. 

Since the flesh-color pigmentation is 
blended into the original plastic, no surface 
painting is required. This dces away with 


chipping, peeling and rough spots that snag | | ral I | 


ff 


gil 





gloves and hosiery. Handiform hands are | 
unbreakable. They are made with flange 
bases for standing and bored bases for use PGT @ ENTS 
on display trees. 








Flowerized Presentations 


In Larger Quarters 
Offices and factory of Flowerized Presen- ART 4 C F C0 


tations, Inc., formerly at 500! Fifth avenue, 
New York City, have bees moved into 810 PENN AVENUE PITTSBURGH PENNA 
larger space at 630 First avenue, in the same 
city. Approximately 20,000 zquare feet of aT é&F . er ect-Way distribut 
space are occupied at the new address. 
Merril Hermanson is head of the firm. 














The New 
TIMBERTONE 


BARK} TEXTURES 


Now available in delightful color 
combinations. The newest mem- 
ber of the Timbertone family. 


Write for complete swatch book 
of BARK TEXTURES and as- 
sorted Timbertone papers. 


(Address us on your store 
stationery.) 


Unusual papers for every need—window 
valances and backgrounds, interior dis- 


plays and department wall treatments. 


TIMBCATONE DECORATIVE CO., we 


14 EAST 32"° STREET, NEW YORK 16 














ANIMATED 


Three Dimensional Santa 


Santa’s arm waves up and down in a 
jolly greeting. Overall unit 33” wide x 
32%” high. Mask in high relief papier 
Price $15.75 ea. F.O.B. Hous- 


ton. Mask also available without ani- 


mache. 


mated arm. Write us on your business 
letterhead for this and other Christmas 


items. Jobbers inquiries invited. 


WILLIAM WIESE STUDIO 
7014 GARDEN ST., HOUSTON 17, TEXAS 
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Baltimore Display Guild 
Has Dinner Meeting 


By FRANK MALEHORN 
Baltimore Display Industries, Baltimore 


N Tuesday May 16th at a dinner meet- 
C)ix at the Stafford hotel, the Display 

Guild of Baltimore was host to 80 
display, advertising and store planning ex- 
ecutives, including Washington display di- 
rectors and a number of guests from New 
York City and Philadelphia. After the presi- 
dent, Thomas E. Schenkel, of Hutzler 
Brothers, Baltimore, opened the meeting, he 
introduced W. Arthur Gray, chairman of the 
Visual Merchandising Division of the Na- 
tional Retail Dry Goods Association who 
spoke to the group on the coming convention 
in California, and the part the Visual Mer- 
chandising Group is playing in retailing 
today. 

After Gray’s speech, R. C. Kash, editor 
of DISPLAY WORLD, presented Tom 
Schenkel with the original drawing of “Dis- 
play Parade,” a DISPLAY WORLD fea- 
ture in which Schenkel is the star in the 
June issue. 

An award was made by Kash to Randolph 
H. Irwin of Sears, Roebuck & Co., Baltimore, 
the gold medal award presented by DISPLAY 
WORLD each month in connection with the 


—Part of the 80 persons who attended the 
dinner meeting of the Baltimore Display Guild 
on May 16. The speakers’ table is at the 
upper left. : Lower right, R. C. Kash, 
editor of DISPLAY WORLD, presents Randy 
Irwin, Sears, Roebuck & Co., Baltimore, with 
the publication's gold medal award; Irwin's 
entry in DISPLAY WORLD's international dis- 
play contest was judged best of the 256 
entries for the month of April; he is at the 
left, holding the medal— 


international display contest. 
gave a very interesting speech 
“Relationship of Display to 


publication's 
Kash then 
outlining the 
Management.” 

A cross-section of guests represented would 
include : 

W. Arthur Gray, Lansburgh’s, Charles 
Merrill, S. Kann Company, Harold Melnicove, 
The Hecht Company, Lester Melnicove, The 
Hecht Company, Earl Dorfman, The Hecht 
Company, Sid Kakin, The Hecht Company, 
George Payne, Woodward & Lothrop, Wil- 
liam Wyatt, Hahn's, all of Washington; Dave 
Lillis, Filene’s, Arlington, Va.; Bob Kessling, 
Sear’s, Philadelphia; Ken Creizht, Sear’s, 
Philadelphia; Robert Berney, Hamburger’s, 
William Romizer, Sear’s, Robert Urch, Stew- 
art's, Carl Kronitz, Stewart’s, Al Surasky, 
The Hub, and Helen Mitchell, Brager’s, all of 
Baltimore. 

Some of the invited guests were called on to 
participate in the discussion and to express 
their theory of display. After a very interest- 
ing and informative discussion, the meeting 
was adjourned. 


"Traybox" Available 
In Several Sizes 

Plastic boxes which convert to trays or 
display units are being offered the field by 
Visual Sales Company, 116 Essex street, 
Hackensack, N. J., under the name of “Tray- 
box”. Advantages mentioned are scoop 
front, greater visibility for the merchandise, 
dust-proof, built-in price ticket, and com- 
petitive price. Three size boxes are to be 
had, 15 by 11 by 5 inches, 15 by 11 by 4% 
inches, and 15 by 11 by 3% inches. 
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now rocermemost | WIGS CREATED BY HELEN 


FROM EXHIBITS 


[Continued from page §5] 


same buyers, and if he’s on his ‘toes he can 
get the same results. 

If you seek the advice of a professional 
designer and builder of exhibits about a 
particular show, you will find him con- 
cerned with three major factors, the first 
of which will be the selection of your space | 
in the show — the amount of space required 
and its location on the floor plan with rela- 
tion to other exhibits, entrance and exits, 
traffic flow, etc. The budget, of course, in- 
fluences your decision as to’ how much | 
space to use, but there are othér considera- 
tions, too, such as the number and size of 
the products you want to show, the amount 
of reception or conference aréa your par- 
ticular project requires, the number of 
booth attendants you will have on hand and 
the number of prospects you propose to 740 STYLE 40X STYLE 
entertain at one time. These are decisions | 
you will make with respect to each par- | Manufactured by NU-SHOW DISPLAY, INC. 
ticular show, having in mind the special | Elastic Petal Top Wigs (Trade Mark) 
circumstances of the sales territory within : 
which it is held — the importance of that Designed with rubber foundation and adjustable steel band to insure 
territory in your general scheme. permanent fit. FITS ANY SIZE HEAD 

The question of best location in a show is 
one on which there is little agreement. I | Guaranteed workmanship backed by years of experience and combined 
have met some exhibitors who insist on | with fast and efficient nationwide service. Photographs of latest styles 


being close to the entrance because they are | available upon request. For further information write — 
convinced that most people want to get 


deeper into the show before they'll stop and | NU-SHOW DISPLAY, INC., 97 Sixth Avenue, New York 13, New York 





shop. In most annual shows it has become 
a eushaes to allow first choice in this | Or ‘phone Barclay 7-8974 
year’s show to last year’s exhibitors, and 
after that, first come first served. No one 
will deny the fairness of this method, and 
it’s quite natural that late comers will have 
to be satisfied with what is left. ’ : 
Some exhibitors who are relatively small x OLATH x 
producers have a positive horror of being . ; 
located close to the big fellows, for fear of 1) / Al fi Her 
being over-shadowed by them. On the other 
hand, there are many small exhibitors who 
see this problem exactly the other way 
‘round. Their experience has convinced 
them that close proximity to a large and 
spectacular exhibit insures a good crowd y ) 
and consequently good business as a result. fy yt IL 














It is my own opinion, expressed many times 


to many exhibitors, that the actual location / (l/ | yi > 
f 


ed 


of the booth on the floor pian counts for 
far less than doing a good job with one’s / 
own display wherever it is located. /y yf 
The second factor with which you must V/ 

concern yourself is covered in Rule 5 — 
that is, the personnel you select to man your 
booth, and the manner in which you organ- 
ize your post-show follow-up. Properly 


manned, your exhibit should develop plenty / (| | 


iL 


of live leads. Don't pigeonhole them! 
Don’t let your sales force bé “too busy” to 
follow them up and bring them to their 
logical conclusion — sales. These are the 
equivalent of inquiries for your merchan- 
dise, the be-all and end-all of any form of 
advertising. 


The third factor is the physical nature of ge ; 
the display itself Put on a good show x , KEH F f) IS PLAY FIXTU RE ‘Al 
and you'll get the crowds; but remember, s 
you're no “re jus ¢ se the — Ve 
5, hdadeccge ening mig dhs Rh es 541 MARKET STREET | SAN FRANCISCO, CALIFORNIA 


merchandise your products and create inter- MR. WM. E. KEHOE, exclusive Korrect-Way distributor 
est in the merchandise itself. It must stop 
the passerby in the aisle, make him pause 


MANIKINS 
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A Startling New Development 
In Decorative Lighting 


The OPTRIX System 


it’S NEW... 
IT’S DIFFERENT... 
IT’S SPECTACULAR! 


For interior or exterior displays the Optrix 
system of “Star Lighting” your Christmas 
trim lends a twinkling touch of fairy-like 
magic that is both beautiful and sparkling. 
@ No Shock Hazard e No Fire Hazard 
© No Radio Interference 
© Long-Lived and Reliable 
Write for illustrated folder and complete 
information on how Optrix can solve 
your Christmas Decorating Problems. 


NORTHERN SIGNAL CO. 


120 N. BROADWAY, MILWAUKEE 2, WIS. 








QUALITY IS REMEMBERED LONG AFTER PRI¢ 


NEW eee 
50 Inch Wide FLOORING PAPER 


Bulktoncomet- weave 


a bold woven deep embossed 
design in colors for fall and xmas 


@ TANGERINE LIST PRICE 
@ DEEP GREEN PER ROLL 
@ ROYAL BLUE 

e YELLOW $2.95 
e@ GREY 

e@ WHITE 

e@ RED 








ANIMATED DISPLAY UNITS SiacGicasunaccaodi: 
OF EVERY DESCRIPTION S L FE E V if 
a a | FORMS 


FROM $1.20 ‘ 
LOW PRICES ~~ e USE THE BEST 


~ Satton . e PAY NO MORE 


A emall turn- e THERE'S A DIFFERENCE 


table, no 


ine yarishle Write fer literature 5 L P A L A Z ra 0 ° 
EARL PELLETIER Cortitiar 70 ey STH ave wiw yous city 11 
te 
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for a second look, and thereby. put your 
sales message across. 

This can be accomplished by the striking 
appearance of your exhibit, by color, light 
or motion. It can be done with dramatically 
designed lettering or by interesting dioramas 
and models, or by the use of a mysterious 
illusion. One of the most successful ways 
to get and hold attention is by means of 
audience participation. There is no surer 
method than that of having the prospect 
work the gadgets himself, for it ig a truism 
that everyone wants to get into the act. 
Even so small a thing as just pressing a 
button to start the works going makes an 
interested spectator out of a. passerby. 
Everybody likes to try out the n¢w tool, or 
test his own skill. 

The important thing to remember about 
all gadgets and stunts, however, is that 
they must have a clear and direct connec- 
tion with the merchandise. Never, never 
use an amusement device which will take 
both the buyer’s eye and his mind off what 
you have to sell. 

And, finally, if you really warit to make 
your trade show participation pay, seek 
the advice of an exhibit specialist. He has 
learned all these things through more or 
less long experience. And the interesting 
part of it is, his expertness really costs you 
nothing, for all he can put on ‘his bill is 
the lumber and plywood, paint and other 
raw materials, plus the labor it takes to 
put them together. His expert ‘advice, his 
skill in planning, and all the results of his 
experience are thrown in for free. A trip 
through any good trade show will demon- 
strate that the modern exhibit builder is 
doing a technically excellent job and well 
deserves the professional status he has 
achieved. 


Lustra-Cite Industries 
Increases Facilities 

Michael Halpern announces that Lustra- 
Cite Industries, 225 West 28th street, New 
York City 1, has enlarged its manufacturing 
space through a new plant at 2%1 Atlantic 
avenue, Brooklyn 8, and added equipment 
and facilities for improved fabrication of 
wood and plastics. The company is also 
said to have developed a new thermo-plastic 
which is ideal for three-dimensional display 
work and lends itself to inexpensive short- 
run production 

Lustra-Cite is now using a total of 20,000 


| square feet of manufacturing space, plus 
| 3,000 square feet of showroom. and office 
space at the 28th street address 


| Flowers Of Hawaii, Ltd., 
Changes Address 


Formerly at 417 East Eighth street, Los 
Angeles, Flowers of Hawaii, Ltd. is now 


| located at 2016 Wilshire boulevard, in the 


same city 
The company has prepared a. very inter- 


| esting brochure showing many of the exotic 
| flowers it brings to this country from 


Hawaii for display purposes, and will send 
copies tree on request. 


Change Of Location 


For Select Flower 


Select Flower & Display Company, Inc., 


| is now located at 220 Wythe avenue, Brook- 
| lyn 11 
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Elevator Display Windows 
In New Sloane Store 

W. & J. Sloane — well-known home 
furnishings name — recently made one of 
the most significant moves in its 107-year 
history when it formally opened to the public 
the doors of an ultra-modern Beverly Hills, 


Calif., store located at Wilshire boulevard | 


and Camden drive. 

The new building constitutes one of the 
most outstandingly modern stores in America 
devoted exclusively to home furnishings. 

Many new merchandising and display 
facilities unusual to the home furnishings 
field are embodied in the planning of the new 
store. These include such innovations as 
window displays prepared in the basement 
and raised into position by ¢dlevators; a 
motor “promenade” to the rear of the store 
through which officials estimate 90 per cent 
of the traffic will flow; underground park- 
ing for 150 cars, and a model home on the 
fifth floor that will feature the latest in 
correlated groupings of all types of home 
furnishings 

The “elevator” windows eliminate the 
necessity of covering the main windows on 
Wilshire while new displays are in the 
process of preparation. Under the new 
system, displays are set up in the basement, 
the floors of the display windows are low- 
ered, the old displays are moved off and the 
new displays are moved on in their final 
form. 


“Beauty And The Beast" 
Mokes Bow In Display 

A series of illuminated, three+dimensional 
re-creations of famous juvenile, classics has 
been worked up by Adler-Jones Company, 521 
South Wabash avenue, Chicago, and will 
make their display bow during Market Week 
in New York City later this month. The 


one pictured is based on “Beauty and the 
Beast”, hand-crafted out of wood, papier 
mache, fabrics, and other materials. Over- 
all dimension, 6% feet high by 5 feet 10 
inches wide and 17 inches deep. 

The Chicago firm has also arinounced that 
its exhibit setting for Market Week will be 
decidedly novel and attractive. A spokes- 
man for the company says, “The setting will 
be in the Venetian manner, designed and 
executed with painstaking care and _ top- 
notch talent. Those people who have had 
a preview have been overwhelmingly en- 
thusiastic about it.” 
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(UF BLOCKS = 


patented 
Here's the most efficient and time-saving 
method of forming a coat sleeve for display 


The cuff block lends itself effectively to the soft, 
casual oppecrance so necessary in the presentation 
of comfortable clothes worn by the men of today. 


Please specify suit, utility or overcoat size. 


Price: $3.00 per pair. 


Contact your local jobber or write direct to 


MACK’S CO. 315 onive st., st. Louis, MO. 








The GoldE Rotochrome creates in- 
terest, attracts attention, gives every 
display colorful life. Remember, 
moving color moves merchandise! 


6 continuous color changes--totally 
enclosed — absolutely safe — com- 
etely automatic — compact and 
ly — 500 watt brilliance -— 
sturdy base—adjustable beam size. 
500 watt—500 hour long life lamps 
available. Pipe clamps, wall 
ceiling hanging brackets also sup- 
plied at nominal cost. 


_ Ideal for store windows, 


displays, exhibits, shops, 
hotel lobbies, theatres, etc 


ald? Rotochrome 
SPOTLIGHT, 


1222-4 WEST MADISON ST., CHICAGO 7, ILL. 
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20mm to 1%2” MINIATURE GLASS 
CHRISTMAS ORNAMENTS 


With hooks or chenile stems 


172” to 7/2” LARGE GLASS ORNAMENTS 


With hooks or wire stems wrapped in crepe paper 


Bells, Balls, Finials, Pine Cones, Ovals, Odd and Fancy Shapes, Canes 
(Standard and Pastel Colors or Colors Made to Match) 


GLASS DOUBLE NECK OR TWO HOLE BALLS from I" to 214"" for 
Christmas Ball Strings and Garlands 
HIGHEST IN QUALITY — Lowest in Price 


See our exhibit at the Hotel New Yorker in New York City 
or write for illustrated literature to: SANTA NOVELTIES, INC., 
Santa Heim, Savage, Maryland. 














WM Displayed Y; Half Sold i 


And now the Merchandise Manager and the Display Manager can come up with the long- 
sought answer to the selling of more candle sticks and all types of furniture for the coming 
seasons through permanent, beautiful window and interior displays and place settings. 


Possible only by using... 





| | @ Non-fading 
LL @ No droop, no wilt 


: , @ Last a lifetime 





G. P. deCoen, Inc. 


821 Washington Street, Newtonville 60, Mass. 


DE COEN DECORATORS’ 
CANDLES 
OF BEST WHITE BIRCH 


@ Not affected by heat @ Perfect design, wax 


@ All decorators’ colors 
@ Money-saving 


Prices: (Per Pair) . . . $1.00 for 8", 10" and 12"; 
$1.35 per pair for 15" and 18". 


Order through your display jobber, or 


write us direct. Sample on request. 


nish 





























Use the Original, Quality 


SLEEVE FORMS 
SHIRT DICKIES 


Also Detachable Ties 


Top quality — made entirely of virgin 
materiol — but at no extra cost. 


THERE ARE NONE AS GOOD 


S$. BENDER 


The Originator—Established Over Thirty Years 
215 West 40th St., New York City 18 


Transparent Boxes 











@ WHEN WRITING ADVERTISERS . . . 
PLEASE MENTION DISPLAY WORLD e 





Hyco THERMOSTATIC 


“FLASHERS == 


. 3055 RIVER ROAD : 
RIVER GROVE, ILLINOIS 





ee ee ed 


Five Sizes: Maximum protection and 
visibility for samples, Jewelry speci- 
mens, ete. and other small objects 
demanding outstanding display! 
Wirte for Leaflet TR-D¥ 


R. P. CARGILLE 
116 Liberty St., New York 6,N.Y, 
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BONWIT'S NEW 
BEAUTY SALON 
[Continued from page 44) 


wall they are suspended in front of it, and 
tubes of fluorescent lights are run_hori- 
zontally and vertically in the space between 
the wall and the suspended design. Manne- 
quins dressed in appropriate apparel from 
various departments in the store are placed 
on either side of the entrance. 

The waiting couches are uphelstered in 
plum and gray patterned mat¢rial, and 
silver-gray carpeting completes the decor. 
Along the wall on the right as one enters 
is found the cosmetic bar, the only merchan- 
dising feature of the salon. The bar is made 
from bleached mahogany and has three 
chairs, upholstered in a new tortoise-shell 
glazed fabric, drawn up to it. Lighting for 
the bar comes from three ceilirig fixtures 
suspended over the bar. 

Two striking points of intereét are the 
flower boxes that flank both sides of the 
entrance to the salon proper. Made from 
bleached mahogany, the boxes are profusely 
planted with leafy ferns and Chinese ever- 
greens. 

The salon stretches over the éntire floor 
and is a self-contained unit, even to the 
extent of having its own air-conditioning 
plant cached in a special room on the same 
floor. 

Darling Shows Display Progress 
During Past 50 Years 

Fifty years of progress in display was 
graphically depicted recently by: the L. A. 
Darling Company, Bronson, Mich. The 
event was in connection with the National 
Retail Dry Goods Association's nation-wide 
celebration, “The Miracle of | America.” 
Display window techniques and fixtures used 
in the early 1900's in comparison with those 
in use today were shown by the firm in a 
dry goods store window in Coldwater, Mich., 
home of the company’s plastic division. 
Red Wing Announces 
Giant Plastic Box 

Said to hold 50 per cent more merchan- 
dise than any other plastic dispiay box on 
the market, a box which is a full 6 inches 
in depth has been announced by Red Wing 
Products, Bellerose, N. Y. The dimensions 
of the box are 15 inches in length by 11 
inches wide and 6 inches deep. The boxes 
are provided with non-scratch, non-skid 
runners for fast and easy stacking. 

A smaller edition of the large boxe has a 
depth of 4 inches 
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FALL & CHRISTMAS LINES 


HOTEL NEW YORKER 
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Apolinsky Addresses Group 
On Behalf of VMG 


(The following is the condenjed text of 
a talk delivered by Joseph Apolinsky, dis- 
play director of Loveman, Joseph & Loeb, 
Birmingham, and a director of the NRDGA 
Visual Merchandising Group at ‘the South- 
ern Display Association’s meeting in Fort 
Worth.—Ed.) 

Display today is much in need of a 
national organization. Every profession of 
any consequence has its national organiza- 
tion. Just to mention some: ddctors, law- 
yers, advertising men, credit meh, etc 

The Visual Merchandising Group of the 
National Retail Dry Goods Association, 
which I am representing, wishes to extend 
their best wishes for much suctess to the 
Southern Display Association in its meet- 
ing here today, and during the years to 
come. It also wishes to commend the South- 
ern displaymen for keeping their association 
active and for the swell job it is doing for 
the display profession. However, it is 
regional and only covers the South 

The chief aim of the Visual Merchandis- 
ing Group of the NRDGA is to represent 
display throughout the country. It was 
organized in February, 1948, with Arthur 
Gray, visual merchandising (director of 
Lansburgh’s, Washington, as chairman. It 
was approved by the board of directors of 
the NRDGA as a display group within the 
framework of the Sales Promotion Division 
of the association, and was announced by 
Lew Hahn, its president. 

Hahn stated, “The formation of a display 
group has been under consideration for some 
time. The NRDGA board approved this on 
January 15, 1948. During the previous years 
of 1946 and 1947 the Sales Promotion Divi- 
sion had made studies in the field of visual 
selling through a grant to the! New York 
university School of Retailing: Research 
has indicated that stores can get increased 
sales volume if they make certain changes 
in display. Research has proved that 
factual, complete information on sign cards 
pay off with increased sales. Somie of this 
material has been published in! the booklet 
‘How to Evaluate Display’ but these studies 
have merely scratched the surface 

“Most sales promotion costs have greatly 
increased over the past year. 'This indis- 
pensable promotion tool should be more 
effectively used. Here at leastiis one con- 
trollable cost factor.” 

The new Visual Merchandising Group of 
the NRDGA has its own board:of directors 
composed of displaymen in the retail field 
This board interlocks with a similar board 
of the Sales Promotion Division The 
chairmen and one additional member of 
each board also are members Of the other 
board. 

This Group makes its own rules. It is 
operated by display executives | for display- 
men and their stores. 

The following is the procedure pursued 
(1) All NRDGA member stores automatic- 
ally enjoy all the services of the NRDGA 
divisions and groups, including the Visual 
Merchandising Group 2) An NRDGA 
membership fee is based on a store’s volume 
(3) Size of volume also indicates the num- 
ber of memberships a store is entitled to 
(4) If a store has not filled its quota of 
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BENDIX 
mouldings 
MAKE BETTER DISPLAYS 


Display makers from 
coast-to-coast use 
deeply carved or 
embossed BENDIX 
mouldings to give 
their displays extra 


You owe it to yourself 
-.. to your clients 

to call on BENDIX 

for "Mouldings that 
make better displays.” 








HANGERS 


are impulse items! 


No. PBS 

The champion of inexpensive 
plastic hangers. This full size 17" lady's 
No. PMC. The same fine hanger as hanger has all the features of our de 
No. PBS with the addition of the luxe hanger less the extra weight. Avail- 
combination attachment for suits etc. able in striking Jeweltone colors of 
Nickle-plated adjustable clips. transparent virgin Polystyrene—Crystal 

clear, Red, Amber, Blue and Green. 


MANUFACTURERS 
“HANGERS — that's all” 





28 NORFOLK @ST., NEW YORK 2, N. Y. 











FIRST IN SIGNS 


WHETHER !T’S CHANGEABLE 
LETTER, NAME STRIP or CORK! 


Write today for Acme’s FREE folder, 
“Selling Through Suggestion”, and the 
latest Acme catalog on bulletin boards, 
directories and changeable letter boards 
for department store cafeterias. There is 
no obligation and no salesman will call. 


37 EAST 12™ STREET 
M NEW YORK 3, WN. ¥. 


* |BULLETIN COMPANY| 

















SISPLNN FLOWERS 


pirect Fre 


PAPIER 
MACHE 
TREES 


Tree trunks in 
natural brown 
bark color, Per- 
fect for all 
kinds of foli- 
age sprays. 
v5—5' ap at . Vé—3' HIGH 

$9 trunk only. With foliage, $9.75 
3 7 overall 6 2 

Prices F.0.8. Factory, Brooklyn, N. Y 


Now featuring @ complete line of beau- 
tiful Fall flowers, fruit trees and sprays, 
and grape clusters at lowest prices. 


WRITE FOR FREE CATALOG TODAY 


PHILIP SCHEIER CO. 


5608 Church Ave., Brooklyn 3, N. Y. 


we 


























NEW! LOW COST, 
Back-And-Forth 
Rotating Motion 


... The Reversing 
Midget Turntable 


Versatile low cost back and forth motion; 
ideal for messages, copy, light weight prod- 
ucts 

Horizontal or vertical 
ing rotation 

35 different back-and-forth motions Just 
move a pin to select any arc from 3° to 357 
Just 2'%4"' high; sturdy angle iron base; re- 
liable synchronous motor drive. 4 RPM, AC 
only. Rated at | ib. Complete with 8 
Underwriters’ Approved Line Cord and at- 
tractive 6'' hardboard disc. 

Test this versatile midget yourself. Single 
unit price only $9.95 Unusually attractive 
quantity prices. Send for test unit and price 
list today. 


GALE DOROTHEA 


MECHANISMS FOR ANIMATION 
LIGHT - COLOR - SOUND - MOTION 


Jackson Heights, Long Island, N. Y. 


Eye-catching revers- 
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| memberships, it can designate one for the 
Visual Merchandising Group. (5) Addi- 
tional memberships (associate memberships) 
are $10 each. 

I would like to quote the following from 
the editorial page of DISPLAY WORLD, 
February, 1948: “This is the biggest step 
forward for display in a long time, if dis- 
playmen grasp the opportunity — and first 
reactions indicate that they will, and eagerly. 
The NRDGA with a total membership of 
around 7,000 retail stores is the personifica- 
tion of retailing; it is a recognized voice of 
this vast field and the fact that it is now 
making a place for display within its organi- 
zation is highly significant of two things; 
first, that display had advanced to the point 
where such recognition became the natural 
thing to do; second, that management is 
cognizant of display’s power and by this 
recognition shows that it intends to study 
it more closely.” 

The establishment of a display group by 
the NRDGA does not mean, of course, that 
other display organizations will be elimi- 
nated. Perhaps some displaymen will want 
to belong to a separate association as well 
as that of the NRDGA. Let the Southern 
Display Association continue, let the local 
| and regional display clubs still function; 
the NRDGA arrangement does not put them 
out of the picture at all. 

To give you some idea of how the Na- 
tional Retail Dry Goods Association func- 
tions, there are as many as 11 divisions and 
groups within its organization. To mention 
a few: the Controllers’ Congress, Sales 
Promotion, Credit Management, and Mer- 
chandising Divisions, and the Personnel, 
Store Management, Ready-to-Wear, and 
Home Furnishings Groups. 

The annual January cofvention meetings 
with all divisions and groups attending are 
held in New York City under one roof. 
Each one conducts its own meetings pri- 
vately, with programs of interest to each 
division 

The NRDGA is no new organization. It 
has functioned for 39 years, representing 
the finest stores in the country. Display 
is most fortunate in that it has at last be- 
come a part of this very fine organization. 
Through this affiliation, displaymen and 
their managements are brought together. 
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Having seen what it has done for them, the 
sales promotion men naturally feel it is of 
much benefit to their display directors. 

Howard P. Abrahams is the. full-time 
manager of the Visual Merchandising Group 
and Irving C. Eldredge, who was formerly 
window display director for Macy's, New 
York, for 23 years is the assistant manager. 
These men devote their entire tite to pre- 
paring programs and supplying -up-to-the- 
minute information for members of this 
group. 

At this time, I wish to extend to each and 
every one of you here a cordial invitation 
to join its membership. This I am sure you 
will not regret. 

In closing | want again to congratulate 
the Southern Display Association and com- 
pliment it on being such a wide-awake 
group. I also want to wish you Godspeed 
and much success in the years te come. 


Victor Haida Enlarges, 
Remodels Showrooms 

Displaymen visiting New York City for 
Display Market Week will find the already 
large showrooms of Victor Haida Displays, 
Inc., 149 West 24th street, still ‘larger and 
remodeled to accommodate hundreds of 
individual pieces of papier mache, wood, 
plaster, and wood carvings; items shown 
run the gamut from life-size. horses to 
tiny birds. Entire window s¢ttings and 
fashion show settings in new and unusual 
colors make up a portion of the Haida show. 
One room, devoted entirely to’ objects in 
white, is particularly striking. 

One interesting new unit is a sculptured 
sled in white and gold, drawn ‘by life-size 
reindeer; the versatility of this piece is 
such that the runners can be removed, the 
deer replaced by swans, and the s!ed becomes 
a graceful boat; the unit is larg: enough to 
hold a_ full-sized mannequin, ‘and is of 
mache. 

A recent addition to the operation at 
Victor Haida’s is the rental of loft space 
to the display departments o: B. Altman & 
Co. and Best & Co. The Haida building 
now houses not only the facilities for the 
company’s display creations but handles 
storage of display equipment fer these two 
department stores as well. 


—A pretty member of the Victor Haida staff demonstrates the strength and light weight of the 


papier mache horse which has been added to the line. 


This is one of several horse models 


available— 


sah sftp ad SRE Naa 
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MY LIFE IN DISPLAY 
[Continued from page 48] 


shown in The Ladies’ Home Journal, edited | 
by W. M. Ralston. I was urged to inter- | 
view this new firm. I succeeded in selling | 
our new system of garment drafting, and | 
was engaged to open their new Hlepartment. | 


I engaged five of our most accomplished 


pupils and we arrived in big New York | 
! 


City. 


lived, I met the man who first: introduced 


me to the wax mannequin industry, a | 
Charles Van Buren, formerly with the old 


French Wax Figure Company, Milwaukee. 


He then had a studio of his wwn, manu- | 
facturing exclusively for the J. R. Palmen- | 


berg Company. He took me to see this 
work. I became a frequent visitor, dabbling 
around at modeling and painting on wax, 
until I became enamored with the work and 
infatuated with the idea I could) make more 
beautiful models than I was seeing. 

It came to a point where Van Buren, 
sensing that | was showing ability in the 
painting and modeling, offered ‘me a_ part- 
nership with his head man, Charles Mileo 
—now passed on, and one of the finest 
fellows I ever knew—and gave us a contract 
to run his business while he took a vaca- 
tion for his health at Los Angeles, where 
Van Buren lived for three years. 

During those three years I ‘learned all 
the technique in the making of a complete 
mannequin and was familiar with every 
make in this country and abroad. Van 
Buren came back to stay. I could not be 
held. I resigned again, for which he never 
forgave me. 

I had saved $600 and, as far as I could 
see with my poor business sense, that would 
last me the rest of my life. I soon found 


out different. I rented a loft at the corner | 


of 60 East Eighth street at $8) a month. 


A bare floor. I didn’t have a board or | 
shingle nail, a pound of wax or a receptacle | 


to melt it in. 

Then began my first sense of being on my 
own. No position, no income.) I stood at 
the window at twilight, watching it fade into 
night, wondering how long my $600 could 
last. Fate came to my rescue and I was 


able to borrow $1,000. Then fully equipped | 


with orders I was on my way. 

Reasonable success and recognition came 
quickly, not entirely on account! of the ideas 
I was attempting to develop, ‘but because 
they compared with the crude faces and 
forms of that period. My first ad in the 
Merchants Record and Show Window and 
my first convention exhibit at the Waldorf 
Astoria hotel launched my career. From 
that time on my development was fast, ex- 
panding beyond my capital to support. I 
was offered partnerships with plenty of 
money, but I could not accept a condition 
that would interfere with my personal am- 
bitions to make the most beautiful and prac- 
tical mannequin ever made. 

I was developing my own wax formula, a 
neutral median against melting in warm 
weather and cracking in cold’ weather. It 
experienced a success. I developed the first 
washable finish ever used on wax, the 
formula and application not yet fully ex- 
posed. I designed and patented the first 
adjustable and interchangeable arm attach- 
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Later in the apartment building where I | 
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ROOMS 72 8-7 2 


IT'S SMART TO START ON THE 
7th FLOOR and WORK DOWN! 


BE SURE TO SEE OUR 


X MAS EPlme 


FLAMEPROOF! 


TREES .. . WREATHS . . . ROPINGS . . . ORNAMENTS... 
NOVELTIES . . . PLASTICS . . . SNOWFLAKES ... SNOW... 
ICICLES .. . BEADS . .. HEAVY FLOCKED BRANCHES . . . TREES 


VISIT . . . “The House of Naturals” 


ARTS and FLOWERS "nc" 


Manufacturers *® Creators * Importers 
43 WEST 56TH ST., NEAR 5TH AVE. NEW YORK 19, N. Y. 


Reg. U.S. Pat. Off. 


























Don't Compromise on Quality... Be Sure it’s a 


MULTI-FIT WIG 


NO MEASURING @ NO GUESSING e EASY to USE e ECONOMICAL 
Look inside the wig for the MULTI-FIT trademark 


. your guarantee of perfect satisfaction. 


MULTI-FIT WIG COMPANY 


35 WEST 36TH STREET NEW YORK 18, N. Y. 
Contact your jobber for the new 1950 wig style chart. 
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Capture the magic spell 
of Christmas with 


Big Unbreakable 
REINDEER 


. . » to make your displays prance 
with holiday excitement. You'll want 
several teams of these handsome, 
high-spirited fellows when you decor- 
ate windows, counters, and interiors 
for the Christmas season. 

Molded from a special non-breakable 
composition for year-to-year useful- 
ness. Covered with thick, lustrous 
flocking in glistening Snow White or 
Dreamiand Pink — with golden hoofs 
and antiers. Graceful antlers are 
detachable to insure easy, damage- 
proof shipping and storage. We 
quarantee P.C.O.A.* on every ship- 
ment. 15 inches high. (6/2 inch 
size also available.) 

*Perfect Condition On Arrival 


ORIGINATORS AND PRODUCERS OF 
Non-Breckable, Life-Time Lustre, Alum- 
inum CHRISTMAS TREE ORNAMENTS. 


BELL INDUSTRIES, INC. 


1809-13 North Ashland Avenue 
CHICAGO z2, ILLINOIS 











ptastar GLITTERTWIST * pecoration 


PUTS SPARKLE IN YOUR DISPLAYS 


Suggestions for the many display arrange- 
ments possible with our six different style 
cuts. Only PLASTAR offers you this variety 
in the popular, easy-to-handle 314" width. 
METALLIC — Gold, silver, fuchsia, chartreuse, 
green, lime, red, aqua, orchid, light blue, 
medium blue, royal biue, purple, rose, light 
pink, turquoise, copper. 

FLUORESCENT — Red, green and amber 
PASTEL — White, pink, fuchsia, lilac, aqua, red, 
yellow, black, medium blue No. 6, night blue 


No. 7, royal blue No. 19, pearl green, pearl 
red, pear! brown. 


IRIDESCENT — Orchid, yellow, light blue, pink, 
rose, white, light green, aqua, clear. 


Available in safetybase plastic and 
100% flameproof metal alloy. 
Offers endiess possibilities for window and in- 
terior displays and store decorations. Numerous 
combinations. Write for literature and somple. 


Write for literature and sample. 


UNION NOVELTY CO., Inc. 


38 W. 21st St.. New York City 
*Registered Trade-Mark 











FASHION-RITE 
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JOBBERS 


We specialize in high quality, low price, women's and 
children's 


MANNEQUINS 


For porticulars write 


Royal Mannequin Corporation 
254 Wallabout Street Brooklyn 6, N. Y. 








COSTUMES of YESTERDAY 


KATHERINE BURR FLEMING 


76 Rogers St. Branford, Conn. 
Phone: Branford 8-1836 


Write for circular of photos. 
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ment ever made. I designed and made the 
first full-sized adjustable and iriterchange- 
able waist attachment ever used.: I put ad- 
justments at the hips for varying lengths 
of skirts. I used the only ne up to 
this day — wood lasts in papier mache 
legs with full wood toes, to prevent the 
mashed and broken toes in papier mache 
forms, as well as guaranteeing a standard 
size shoe. I did a special wax finish, wash- 
able with ordinary soap and water without 
the slightest damage to the scft, velvety 
flesh texture. I cast all arms, ‘hands and 
bodies for wax from life cast¢, retaining 
all the human anatomy; other ‘parts were 
modeled in clay from life. 

This far, then, I had arrived at the peak 
of my success in being recognized as one 
of the foremost in my profession, and I had 
never had a lesson in art, scuipturing or 
modeling in my life; I had arrived by ex- 
periments and practice. But miy expenses 
and obligations I could not afford to carry. 

I then became a member of the J. R. 
Palmenberg Company, Inc. During my nine 
years in that connection I did some of the 
best work of my life and experienced the 
highest prices ever paid for manhequins and 
character work in this country--$350 for a 
single mannequin, and $500 for a character 
figure of Santa Claus — (ask Cronin of 
Bamberger’s, Newark; he ordered it made 
from a cover of the Saturday Evening Post, 


| a drawing by Norman Rockwell, and paid 


$500 for it, and so did several other dis- 
playmen). During my nine years with 
Palmenberg I planned, constructed the 
booths and installed all their: convention 
displays. I procured, packed and shipped 
all the prohibition libations, and assisted 
generously in their distribution and con- 
sumption. These were the happiest days of 
my life—the associations with so many grand 
acquaintances and friends, and: the atmos- 
phere and environment of those’ days. 

At the advent of the era of composition 
figures, from the sublime to the ridiculous 
as I saw it, I became temperamentally un- 
able to carry on and produce those “bald- 
headed monstrosities,” as I viewed them. I 
had to retire from the work for a time and 
spent a year, off and on, with my relatives 
in Essex, Ontario, Canada. During that 
time I made an anniversary display for The 
People’s Outfitting Company, Detroit, con- 
sisting of five character wax figures, cor- 
rectly costumed in their period. They were 
Washington, Lafayette, Pershing, Queen 
Elizabeth, and Lincoln. Those were my last 
full wax productions. 


Since that time I have rambled around 


the country from coast to coast doing spe- 
| cial original models in several different 


factories. During these travels I became 
familiar with the trend back from the “bald- 
headed monstrosities” toward: the former 
replicas of beautiful womanhoorl. First was 
the adding of sculptured hair, followed with 
glueing on silk floss, rat-tail braid and flat 
braid, now the interchangeable wigs. In the 
meantime, some approach has been made 
back to a more human-shaped lady’s form 
whereon can be displayed the prevailing style 
changes without a mouth full.of pins and 


| profuse padding. However, there is lots 


more room back to the practical, the ad- 
justable and the interchangeable forms. 
In this connection, I profesd it to be of 
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major importance that forms be modeled 
and posed in the natural, familiar attitudes 
of every-day life and actions. I hold that 
a child is unconsciously conscious of the 
natural attitudes of a human being, and so 
the impression. ‘The trend in fofm attitudes 
shown today seems to be of the more indi- 
vidual set poses, dramatically: and acro- 
batically posed with wild waving arms, un- 
balanced and unnatural, animated anatomy, 
impossible of human adjustment to those 
shapes. I am sensitive to the men’s hands 
shown. Grotesque shapes of inanimate 
plaster protruding from the sleeve of an $85 
suit do not seem to give an impression of 
its value. Live models have pliable forms 
that can be adjusted to fit the clothing; 
not so with rigid papier mache forms. The 
clothing has to be adjusted to fit the forms. 

I am acutely conscious I am ‘treading on 
sensitive ground, but I ask to ‘be believed. 
I am sincere and honest in my convictions 
with malice or offense toward none. 

In a long life, now in its twilight, I have 
seen many changes in the constantly ad- 
vancing display field. Many of the leaders 
in the profession and in the industry have 
been my very dear friends; many of them, 
alas, have passed on. I have never re- 
gretted entering display, and I am proud to 
think that perhaps I contributed something 
to it. As I look back over the past I find 
it full of exceedingly pleasant memories. 
As for the future . . . display we have with 
us always, and to these old eyes its future 
looks very bright. 


Club Sees Color Shots 
Of Members’ Windows 


An unusual attraction at the May 16th 


meeting of the Milwaukee Display Club, | 
held at the Hotel Pfister, was a group of | 


colored photographs of members’ displays 
projected on a screen for general inspection 


and comment. The shots were made by Jim 


Weidig, Gimbels. Guest speaker of the 
evening was Jean Moffat, of the Alma 


Olsen Studio of Display, who discussed | 


“The arts and technique of display crafts”. 
UJA Receives $75,000 
From Display, Sign Groups 

The current United Jewish Appeal cam- 
paign in New York City has been aided by 
$75,000 contributed by members of the dis- 
play and sign industries at the annual 
dinner meeting of the group. In charge of 
the affair were Joseph Maharam, Maharam 
Fabric Corporation, and Albert Marmon, 
jroadway Maintenance Corporation. Guest 


speaker was Louis Shapiro, a member of the | 


UJA Crisis Mission to Israel. The contribu 
tion from this group is expected to be 
doubled before the campaign ends 
Directory Boards, Signs 
Covered In Circulars 

Circulars on the firm's line of directory 
boards, bulletin boards and changeable signs 
have been prepared by Acme Bulletin Com- 
pany, 37 East 12th street, New York City 3, 
and will be sent on request. Shown and 
described are the many types of boards avail- 
able through Acme and designed to meet all 
needs in this line. An embossing machine 
for the printing of name strips is also 
included 
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COLOR 
STIFFNESS 
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NON-FADING 
NON-BLEEDING 


CHICAGO CARDBOARD COMPANY 


666 WASHINGTON BLVC 








USE THE INTEREST 


AND EYE APPEAL 
OF 


REED and RATTAN 


FOR 
ARRESTING DISPLAY IN 
WINDOWS AND INTERIORS 


i 


Stop in ond say hello during Market Week at 
the Hotel New Yorker, June 25 to June 29. 
We'll be in Room 53! as always. 


A. LUTZ 


3 West |8th Street a New York Ii, N. Y. e CHelsea 2-6264 























Complete Display 
Exhibit at 
CINCINNATI 


We maintain at all times a complete pre- 
sentation of everything new in foliage, 
flower and plant decorations and other 
display accessories. Visit our beautiful 
showroom in our own seven-story building. 
COMPLETE LINE 
of display decorations for seasonal use 
and special events. Our Fall line now 
ready. Our salesmen can be of great as- 
sistance to you. See them when they call. 


Visit our exhibit -— Room 551 
JUNE MARKET WEEK 
Hotel New Yorker, June 25-29 
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TAN BARK —CORK 
CORK BRICKS —WALLS 


Birch Branches — Cedar Slabs 
Wood Fiakes — Kubes — Chips 


Latest Fall colors of many new scatter 


items. Manufacturers, Creators If 
attending Market Week phone for our 
new line. EVERGREEN 8-7510-11. 





Nationa! Sewdust Co., Inc. 
65 N. 6th St., Brooklyn 11, N. Y. 


Please send me new 1950 FREE catalogue 
Neme 
Address 


City & State 
D.w 
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NETTING, MALINES, MESHES 
for the DISPLAY TRADE 


New patterns, featuring METALLINO and TINSEL 
MESH DESIGNS for FALL AND CHRISTMAS 


GRAND NOVELTY ASSOCIATES 


31 E. 27th St. New York 16, N. Y. 








| Canvas. 














FINEST PRESERVED OAK BRANCHES 
Red or Green, Flameproofed 25 1b. carton $13.50 
— 50 Ib. carton $25.00 F.0.B. NYC. 

ARTIFICIAL BOSTON FERNS 
ye Sa lifelike facsimile $6.50 and $8.50 
per po’ 


A. L. STONE Pies 1-00 Se York cir 
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May Medal Award 


To Asmussen 


the gold medal awarded each month for 

the best entry in DISPLAY WORLD's 
international display contest during a 30- 
day period has been presented to Frederick 
B. Asmussen, display manager for The Myer 
Emporium, Ltd., Melbourne, Australia, Since 
the setting is definitely autumn in character, 
and since the contest is limited to displays 
installed during 1950, it should be remem- 
bered that autumn in Australia comes at the 
time of spring in America. 

This was one of a group of displays based 
on “Mid-Century Fashions for the Turn of 
the Season”, with backgrounds painted on 
Real phaetons of half a century 
ago were used, and a mechanical device 
concealed near the ceiling let autumn leaves 
drift down at intervals 

As the display contest 
month a total of 890 
reached, from 
Union countries 


Fi: the striking display shown above, 


enters its sixth 
entries has been 
every state in the 
represented by 


coming 
Foreign 


| entries total 14, including Ireland, Scotland, 


Sweden, 
England, 
Australia, 
medal 


Germany (American Zone), 
Zealand, the Netherlands, 
Denmark, El Salvador, 
Argentina The 


Italy, 
New 
France, 


Canada gold 


and 


—From Frederick B. Asmussen, display man- 
ager for The Myer Emporium, Ltd., Melbourne, 
Australia, comes this photograph of one of 
their recent autumn (spring) disploys. “Mid- 
Century Fashions for the Turn of the Season" 
was the slogan for the series. The background 
was painted on canvas after drawings by 
Constantin Guy in colors to blend with the 
men's apparel. The mache trees, with iron 
seats, were made in the store's studio. Horses 
were of wire and paper, pulling a real phaeton 
50 years old. Falling leaves came from oa 
mechanical device out of sight neor the 
ceiling— 


award for May is the first such to be carried 
off by a foreign entry and was selected from 
268 entries made during that month. 

Thus far gold medals have been awarded 
to John Nugent, Halliburton’s. Oklahoma 
City (January); Elmer W. Diehl, The Bon 
Marche, Sacramento, Calif. (February); 
Solly Sollenberger, Neiman-Marcus Com- 
pany, Dallas (March); Randolph H. Irwin, 
Sears, Roebuck & Co., Baltimore (April), 
and Frederick Asmussen, The Myer Em- 
porium, Melbourne, Australia (May). 

As pointed out in the advertisement ap- 
pearing elsewhere in this issue,.the contest 
will continue through 1950, closing on De- 
cember 15th. At that time a board of judges 
to be announced later will select the win- 
ning entries in each of 102 different classi- 
fications. Those receiving first place will 
be awarded a gold medal and three points; 
second place, a silver medal and two points; 
third place, a bronze medal and one point. 
The individual receiving the greatest total 
number of points in the contest will be 
awarded a beautiful gold plaque, the runner- 
up a silver plaque, and third best a bronze 
plaque. The gold medals awarded each 
month have no bearing on the final judging 
of the contest; no points are credited to the 
persons receving them. 

Entries may be sent in at any time, and 
as frequently as one wishes Preferably 
they should be black and white 
photographs, 8 by 10 inches in size, and not 
mounted. On the back of each photograph 
should be the name of the individual making 
the entry, the name of his store, the city, 
and the number of the classification in 
which the entry is to be placed.) No photo- 
graphs will be returned, but many of them 
may be published or placed on exhibition at 
the conclusion of the contest 


glossy 
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SOLVING A PROP PROBLEM 
AT THE BON MARCHE 
[Continued from page 27) 
For less permanent trays, oilcloth may be 
laid over a wood frame on a table to create 
a shallow box. Sponges may be used to 
develop a print in such a box. 

After a rinse in an acetic acid short stop 
and 2 minutes in the hypo, the reel is un- 
loaded and processing is carried un for the 
remaining 15 minutes in the fixer on the two 
heavy wood dowels. In the final washing 
tray the dowels are removed and the print 
simply folded back and forth across itself. A 
full hour’s washing in running water with 
frequent agitation is recommended for per- 
manence under the extreme conditions of 
sun and lights in the window. 

Care is also exercised in rinsing and dry- 
ing the reel before the next print is loaded, 
to remove all traces of hypo. 

All trays are 
the dowels are 
enamel, with a 


4-inch plywood. They and 
coated with black “probis” 
final spray coat of elastic 
Hollingshead “cocoon”. A washing tray 
coated with the latter has been in use for 
eight months without deterioration, although 
made of ordinary plywood. 

A great deal of the success in an effective 
photo-mural depends on the mounting — a 
job so technical that not many commercial 
photographers themselves attempt it. In dry- 
ing, photographic emulsion shrinks power- 
fully, tending to create cupping of the mount 
and peeling at the edges. Sun and window 
lights dry the emulsion out further, 
additional stresses after 
ther mounted on 
“Masonite” 
to prevent warping; 
screwed tight. 

Most for example rubber ce- 
ment, are too inflexible during paste-up, the 
ton Marche displaymen found. Later, 
tend to peel. Dry bonded 
with an 


creating 
Whe- 


board 


installation 
composition or 
a truss is necessary on the back 


this must be glued and 
adhesives, 


some 
mounting tissue 
the peeling 
problem but is expensive for large areas 
Wet mounting with flour paste given 
them their best results. The first 
soaked ten minutes in water, the 
mount prepared with a minimum of paste, 
and the print dropped in place. The print 
may be moved about on the mount, and the 
bubbles out. If 2 inches extra 
on the allowed, staples may be 
driven and the peeling con- 
fined. This border is later trimmed off 
\ mount is most effective when 
considerable thickness at the 
edge built up with glued strips 
the mount, with print and 
bandsawed when dry. Masking 
painted previously, is carefully 
this raw the 
No limit encountered 
enlargements at Marche 
limits in quality set by the 
of the or of the 
giant Charm covers 


electric iron solves 
has 
print 1s 


for clear 


squeegeed 
blowup are 
into this area 


showing 
T he 
and 
backing, 


edge 
may be 
whole 
tape, spray 
run along 


edge to complete trim 


has been 
the 
are 


S1Z¢ tor 


Bon although 
“graininess” 
original. The 
appeared without grain 
the sidewalk, but in 
good copy of 


on closer 


negative copy 


viewed from 


with 


when 


common other blow 
halftone and color plate originals, 
inspection the pattern of the 
sharply 


One 


ups 


etching shows 


limit is set by the width of 
paper, which is supplied by 


several manufacturers in rolls only 40 inches 


S1Z¢ 
photo-mural 


DISPLAY WORLD 


“AL 





512 Seventh Avenue 


At Stiles Banger Bo. re 


New York 18, N 





HANGER 
BARS 


Preserve your hanger stock. 
These bars tremendous 
savers of Hangers and time 
when employed in marking 
and packing rooms. Put dress, 
coat and suit hangers on their 
own respective bars and avoid 
mixups when hanging gar- 
ments. 


are 


Cadmium Finished, $1.50 ea. 


needs of 
52 years. 
in wood, 


Serving the hanger 
the country for over 
All styles of hangers 
wire and plastic. 
requirements. Samples gladly 
sent. Top quality, 

styling and low prices. 


Tell us your 


correct 
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TO 
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TREE LITES = 


MANUFACTURERS 
\ Showroom: 1123 BROADWAY, 





eCUBAN ORNAMENTS 


“SOLE DISTRIBUTORS” 
SPECIAL GLASS DESIGNS TO SPECIFICATIONS 


TREES 


Price Lists and Catalogue upon Request 


Abtistic BLASS 


DECORATIONS 


for XMAS SEASON 


e GLASS BALLS *;-,-" 


= po O36" 
DIAM. 
Fancy, Unique, 
Meny Shapes, 
1” to 8" long. 


TRIMMINGS 


SOLE DISTRIBUTORS 





NEW YORK CITY, 10th nhaeties = 





Mz arche 
projecting 
widths 


In the 
by 
more 


wide Bon shop this limit is 
simultaneously 
paper at 
separately to the same 
limit \ small factor is added 
gressive exhaustion of the developer 
Murals 7 by 8 feet 
For the 
Marche 
minutely, 
dust 
creep into every big blow-up 


bypassed on 


two or of and 
time 


pro 


once, 
developing 
for 


handled 
the 
prints 


are easily 


finish jon 
the 

scratches 

inevitably 
Tiny brushes 
with tones matched 
“Textolite.” 


final sional 


displaymen 


profe 
go over 
the 


which 


camouflaging tiny 


and spot shadows 
used for retouching, 
from black and 
added to match 
brush” technique 
out” 


are 
white 
the gloss, “spotting 
used rather than a “paint- 
to imitate the photo 


Glue is 
and a 


ing technique, 


Everything for Display 
slo} Yo) oiclo) Hele) 


Tate 





grain; 
ton 


graphic this proves quite effective 

At the Marche these photo-murals 
cost approximately one-fourth of a cent per 
square inch, including time and materials, 
which makes them comparable with other 
types of shop production for effective win- 
dow and interior display. 
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GENUINE 
_ GRASS 
CLOTH 


Your Favorite Display Material 


AVAILABLE AGAIN! 
Attention Display Men! 


Your favorite display ma- 
terial . . . Genuine Grass 
Cloth . . . is back once 
more, and Lloyd's has all 
you need! Grass Cloth 
is preferred by leading 
stores for making back- 
drops in show windows 
and display rooms... be- 
cause it adds that “extra 
touch.” 


Write for Samples and 
Prices Today! 


W. H. S. Lloyd CO. INC. 


48 W. 48TH ST., NEW YORK 


CHICAGO e BOSTON 
BEVERLY HILLS, CAL. @ NEWARK 


NLY 
MITTEN’S 
LETTERS 


CHANGEABLE 
PINBACK 
SMOOTHBACK 
TRACK 
LETTERS 


le 
NS 
HBCU 


Sale * Departmentalization 


dramatic 
sales appeal ir 


Windows® Point of 


Write for name of nearest dealer 


MITTEN'S 
DISPLAY LETTERS 
2 West 46th St, New York 


California 


OR Redlands 
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—At the left is Charles A. Higgins, president, Hercules Powder Company; center, Sidney A. 
Swensrud, president, Gulf Oil Company; right, Lee W. Court, display director, Wm. Filene's 
Sons Company, Boston, who was assistant general chairman of the recent Boston Jubilee— 


Boston Jubilee's Success 
A Tribute To Lee Court 


A goodly portion of the credit for the out- 
standing success of the “Boston Jubilee” 
held in that city May 18-22 must go to 
Lee W. Court, display director for Wm. 
Filene’s Sons Company, who served as 
chairman for the event. 
the Jubilee 


Soston 


assistant general 
As a single indication of how 
went over, the bean supper held on 
Common was designed for 10,000 people but 
40,000 attended. The largest square dance 
ever held anywhere followed the supper, 
and according to an was “com 
pletely jet propelled” 


observer 


said 


Herald 


toston Jubilee has been a success . 


An editorial in the Boston 
“The 
The immediate, popular aspects went across 
hard to tell which 


scale on 


tremendously It was 


aspect was more impressive, the 


which everything 
ness and efficiency 


was done or its smooth- 


idea 
style 
to in 


“There was behind the Jubilee an 
bigger than Old Home Week, city 
There was the plan to bring home 
America the importance, 
and balance of this 
area, but to do that it 
necessary to bring industrial America to 
The Jubilee did that, in one of the 
mana 


dustrial economic 


stability, variety great 


metropolitan was 
Boston 
concentrations ot 
American industrial his 
and they were 
broader 


most impressive 
leaders in 
They 


impress¢ d 


gerial 


tory were impressive 
that is the 


deeper significance of the Jubilee 


and and 


“That Boston has benefited and will benefit 
conclusion, so certain 
make pertinent 
the question of an toston Week of 


this sort being very much in order.” 


from it 1s a certain 


a conclusion, indeed, as to 


annual 


Picasso Plaques Offered 
For Display Use 

Replicas of the famous Pablo 
plaques have been introduced to the display 
field by Plastic Design Mfg. Company, 15 
West 55th street, New York City. Under an 
arrangement sanctioned personally by the 
famous artist, Mrs. Catherine Ogust of the 
firm has worked out a method for repro- 
ducing the same colors, intensities and de- 
signs on a ceramic-like composition. There 
are 18 designs in the series, in Picasso's 
and startlingly beautiful 
highly glazed. The plate contours are oval 
in shape, with only a slightly raised rim. 
Each has a small hole in the back so that 
hanging is made easy 


Picasso 


original colors, 


Atkins Displaymen 
To Meet June 28 


Under the chairmanship of William S. 
Crover, display director for H. & S. Pogue 
Company, Cincinnati, display executives of 
belonging to the Frederick Atkins 
group will meet at the Hotel Biltmore, New 
York City, the morning of June 28th. On 
the program for display 
manual for the member stores, display’s part 
television, and the 
interior 


stores 


discussion are a 


in store counter signs, 


cooperation of sales personnel in 


display. 


Michigan Displayman 
ls Married 

John Blow, display manager of The Fair 
Store, Mich., married re- 
Miner, of the city 
their honeymoon in the 


Dowagiac, 
cently to Elaine 
The couple spent 
South 


was 


same 
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HOW A FAMOUS FUR STORE SSS Helps Sell 
HANDLES DISPLAY i) . a 


ore 
[Continued from page 20] | } © Stoves 


member is employed by the display staff, | 
for further assistance. Also, carpenters, 
painters and the like are hired when needed. 
The display department does its own sign 
work. 

To carry out a display, Taylor starts with 
a mannequin, costuming it in harmony with i UNBREAKABLE, LIFE-LIKE 
the selected theme, then moving out from the 


one figure to one section, planning it as a i PLASTIC HANDS 


unit, then to the three sections of one win- WITH MOVABLE THUMBS 
dow, and finally relating the two windows Ready for you NOW 
to achieve a unified effect or harmony for | ; 
the whole store front as seen from a dis- MM «= Nothing like Handiform’s Plasti Hond hos 
tance. Thus he translates unity in terms of Hit ib been pred cud boferel “And yet ot seg 
es yr Ow prices: 

the one figure, and also for the building, 
being influenced by what one can do with | . HW Available at your favorite jobber or 
a single garment. Often the relationship i| WRITE — WiRE — PHONE 
between the two windows is achieved pri- | Jobber Inquiries Invited 
marily in terms of color. @ Natural fleshtone bierds with any color scheme 

For proper handling of furs for display, Oe anges en + Now being used by some of 
the first essential is a basic feeling for furs, ii s i ovter is in tee plastic . . . no painted the largest and best-known 
and a — rs them. It is goer sap iii} © Smooth plastic 4 ae ‘cannot snag the sheerest Department and Chain stores 
to recognize the better features of such | love or stocking. 
ane in order to place and light the NW o Gracailly curved Gagers . . . with @ MOVARE sear aonahen« Seat Pom 
garments to accentuate these better fea- ° Seedy, “durable construction . . . unbreakable. nished on request 
tures. 1\} @ Flange base for standing . . bored base for e 

Second, it is necessary that the garment } a ee 
be in condition to be shown. High-haired y ORDER NOW FOR YOUR 
furs need to be well shaken out and well Hie ae nd hg , SUMMER AND FALL 
blown. Furs like beaver, nutria and Alaskan ; y SEASON 
seal must have a thorough cleaning, glazing, } 
and ironing before going into a window. 

The company factory, located in the Fifth 
avenue building of I. J. Fox, brings out the 
best in furs but it is the responsibility of 
display to see that all details are in order 
before the garments go into the windows. ; 2 

After a garment leaves the factory, careful a A low-cost mat in 12 attractive 
handling of the fur is important. When Ter ihe Miiaete colors, to pep up your displays! 
the furs are arranged in the. setting all ae \. Mant ’ 
finger marks, etc., must be erased. Persians, 
either black or gray, will not mark to the 
touch, but many other furs will. They must 
then be brushed or combed with a steel 
comb, and given a brush-up to raise the 
nap as a final touch 











Sani Uh iy ARR POR REE MENT 











Black and gray furs are not as complex 
to light as are browns. A bluish cast to 
the brown is the desired quality to be 
brought out, rather than the red tones in it 
Taylor cautions against too much blue, 
warning not to use more than is absolutely 
necessary. He feels that just enough to | ~_ 
cool the warm tone in the light is best, and 
that is the effect he uses in his own win- 
dow arrangements, avoiding any semblance CLOSE 1” STITCHING 


to a faked light |. samen: wei eealaaeail Way ae fai your jobber! 
In the daytime he takes advantage of all “ 
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the daylight he can get, feeling that ample —GIVES SMOOTH APPEARANCE . Ni * Trade Mark Registered 
daylight is the finest lighting for furs “ 


For an overall light he chooses a fluores- 
cent, cut through with spots for intensity @ 
and dramatic effect, using hard light to 
lend character and give edges to the forms. 
In his own windows he accents with a 
very, very pale blue screen, which is more 
of a smoky-blue-gray tone than a true blue | = . 
and which approximates daylight, straining | REDIKUT LETTERS 
out the red rays that are injurious to fine | WINDOW DISPLAY | 
furs. He finds this screen just enough to 


cool down the hot light needed for accent, MATERIAL rapa ie — and colors. Write for 
} 











Ask your Dealer. 
but not to color 


With blacks and grays there is no prob- BECKER SIGN SUPPLY co. THE REDIKUT pg obacer§ co. 
319-321 N. Paca St. Baltimore 1, Md. 6519 West Bivd. 


i 




















RUBBER GLOVE HANDS | 


beautifully siyled . . . Guaranteed non- 
breakable hands . . . finished in natural 
flesh rubber lacquer with contrasting 


white base. Hand painted fingernails. In 


$3.75 per pair 
(illustrated } 

$3.25 per pair 

F. O. B. New York City 


Prices 


CoO DS PLAY MASTERS wc 


114 Worth St. | New York City 13 | 








A NEW 


MARBALIA 


BOOK IS NOW READY! 


It contains samples of two 
hundred numbers. 


WRITE IN FOR YOUR COPY 
TODAY 


Samples also available of our com- 
plete line of decorative papers and 
coordinated fabrics, including: 


e TORTOISE SHELL 
e PYTHON 

e ZEBRA 

e LACE EFFECT 

e WOOD EXOTIC 








ay £0" 
. : 
Ravern iginals 
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lem of red to be toned down as with brown. 
Grays have a tendency to oxidize and take 
on a yellowish cast, but such a problem 
arises only when some antique piece is 
being shown for exhibition purposes. 

White furs offer a problem since they 
take on yellow tones from direct lighting. 
Here again the solution is to cool the light 
by removing as many of the red rays as 
possible, according to Taylor. 

Occasionally for contrast and greater im- 
pact, Taylor will eliminate all screens for 
high light intensity. 
furs display in large window 
areas, and following the glamor program 
of I. J. Fox of showing only the finest furs 
in the windows, means expensive merchan- 
protection. Full insurance 
covers all the store’s merchandise, but for 
special displays, in order to protect both 
themselves and their insurance company, a 
special patrolman is hired to guard the store 
front. This is in addition to the regular 
night watchman who is posted at the main 
entrance. 


Fine on 


dise needing 


Only rarely does I. J. Fox remove costly 
display merchandise during the night, feel- 
ing that much of the window shopping is 
done along the avenue in the evening hours 
and such merchandise display builds 
further prestige for the company. 


on 


Gossard's Display 
Wins Award 

The Chicago Federated Advertising Club 
has given a first place award to the H. W. 
Gossard Company, corset manufacturer, for 
its permanent point-of-sale display called 
the “Golden Girl”. This unit is a torso and 


| brassiere form, made of a rubber composi 


tion, and finished in golden glaze with the 
firm name in blue. 


Houston Club Reorganizes, 
Elects Officers 

Forty-six Houston display people met in 
May at the downtown school of the Uni 
versity of Houston for the purpose of es- 
tablishing new by-laws and electing officers 
to head the newly reorganized club. 

The and purposes of the 
Display will be to encourage 


Houston 
higher 


aims 
Club 
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standards and integrity in the practice of 
display and visual merchandising. To serve 
as a publicity medium sponsoring, whenever 
possible, coordinated programs with civic, 
national, and community enterprises. 

The club voted to hold its business meet- 
ings monthly. 

Officers elected, as shown left to right in 
the accompanying photograph, are: Charles 
Pittenger, Grodon's Jewelry, second vice- 
president; Helen Hendricks, Foley's, first 
vice-president; Glen Hicks, Sweeny’s Jew- 
elry, president; Lillian Wells, Foley's, sec- 
retary, and Al Gatto, Corrigan’s, treasurer. 


VMG Board Of Directors 
To Meet June 27th 

The mid-year meeting of the board of di- 
rectors of the Visual Merchandising Group, 
National Retail Dry Goods Association, will 
be held June 27th in Parlor A, Hotel 
Statler, New York City, immediately follow- 
ing a luncheon scheduled for 12:30. Elec- 
tion of officers for the ensuing year will 
take place at the meeting. 


Foley's Appoints Knox 
Assistant Display Director 

Charles Knox, formerly assistant in charge 
of interior display for Kaufmann’s Depart- 
ment Stores, Pittsburgh, is now assistant 
display director of Foley's, Houston. Marvin 
Stalarow, acting assistant, remains as as- 
sistant in charge of all display production, 
signing, and display special events. Frank 
Vermilye is director of display for the store. 


Son Is Born 
To Schnitzlers 

Mark Erwin is the name given to a son 
born to Arthur Schnitzler, display manager 
for Lane Bryant, Pittsburgh, and Mrs. 
Schnitzler on May 22nd. The baby weighed 
7 pounds 12 ounces. 


Baby Daughter 
For Agins 

Marvin L 
Corporation, New 
Agins are the parents of a daughter born 
on May 15th. 


Agins, head of Marvin Display 
Haven, Conn., and Mrs. 
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Plastic Neck-Toppers 
Are Introduced 

Handsome plastic shells which slip easily 
over the neck of men’s clothing forms have 
been introduced by McGowen Plastics, 1603 
Jerome street, Lansing, Mich. . They are 
available either plain or with firm name im- 
printed. 


“Plastic tops,” states Neil A. McGowen, 
“give a distinctive, ‘dressed-up’ appearance 
to each suit or and are a boon to 
brand-name manufacturers, retailers of 
quality men’s and busy displaymen 
They not only greatly enhance the appear- 
ance of the clothing on display but lend a 
definite punch to every display.” 

The neck-topper pictured was 
for Hammonton Park Clothes. 


coat 


wear, 


produced 


Art-Mode Handling 
"Firefly" Lights 
Art-Mode Mfg. Company, Inc., 427 Broad- 
way, Brooklyn 11, has announced a number 
of units featuring “Firefly” lights for dis- 
play use. A typical example is a unit wired 
in parallel for 20 lights, with 25 feet of 
wire, each lamp working independently; the 
unit comes complete with transformer, 20 
clear glass lamps, and connector for attach- 
ing additional strings. Others have lamp 
sockets mounted in 3-inch white drip candle 
available on 


tubes Literature is request 


New Display Foods 
Of Hard Rubber 
New, 


unbreakable hard rubber, molded 


of 
real 


lightweight display food sets 
from 
and painted in appetizing natural 
are now available in refrigerator, 
deep-freeze, and stove set units, The appeal- 
ing, life are powerful point-of- 
sale attention getters and practical product 
demonstrators for they aid appliance cus- 
tomers in quickly estimating, by visualiza- 
tion, their individual capacity requirements. 

The refrigerator set consists of 76 pieces 
of realistic meats, fruits, vegetables, actual 
dummy cartons and bottles. The 32-piece 
deep freeze set includes pies, meats, vege- 
tables wrapped in polyethlyne bags, a chicken 
and turkey wrapped in aluminum foil, plus 
dummy cartons of famous name fresh-frozen 


models 


colors, 


size foods 
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fruits and vegetables. The stove set consists 
of 18 pieces: 
18-pound turkey, 4-pound chicken, pork 
chops, T-bone steaks, baked potatoes, and 
pies, cakes, bread and rolls in pans, all per- 
fect fascisimiles of deliciously prepared 
foods as they come from the oven 

The manufacturer is Old King Cole Dis- 
plays, Inc., Canton, Ohio. 


Shevell & Sons Adds 
Display Division 

The firm of J. Shevell & Sons, 395 Broad- 
way, New York City, has opened a display 
section and will offer to the display field 
numerous fabrics woven by the company’s 
weaving mill. These materials will include 
high lustre satin, satin twill, taffeta, crepe, 
bengaline, etc. All the fabrics being 
finished especially for display, emphasizing 
a soft finish suitable for all draping pur- 
poses. Sample swatches and 
are available on request 


are 


shade cards 


Rudolph Gift Ribbons 
For Christmas Selling 

Arrangements for the exclusive rights in 
the gift tying field to the “Rudolph, the Red 
Nosed Reindeer” promotion have been con- 
summated by Freydberg-Straus, New York, 
manufacturers of “Beau Tye” ribbons. The 
Rudolph design will be printed on vs and 
%-inch satin ribbons in hank put-ups, as 
well as 7% and 1%-inch widths on bolts. All 
of these will be sold under the “Beau Tye” 
label. The Rudolph ribbons will be availa 
ble in the next three weeks 
Emery, Bird, Thayer 
Appoints McMahan 

Following the resignation of 
Collier, James McMahan has been appointed 
display manager for Emery, Bird, Thayer 
Company, Kansas City; he had first 
assistant. 


George 


been 


—This is the official poster for National 
Letter Writing Week, to be held this year 
October 15-21. A number of cash prizes 
will be awarded for the best displays in- 
stalled on ihe subject during this period— 


a large pot of baked beans, | 
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SUN-FADING! 


GET 4-WAY SATISFACTION with 


“SUN-SHADES” 


1. FREE PERMA-SHADES 

The Sun Shade Co. is the only manufac- 
turer to furnish Perma-Shades free of 
charge! Perma-Shades are narrow strips of 
the same material of which Sun Shades are 
made. These are permanently installed on 
window edges to prevent shifting sunlight 
from entering your windows unfiltered. 


2. Maximum Sun-Fading 
Protection 

Laboratory tests and actual usage tests 

prove beyond all doubt that Sun Shades 

offer the maximum in sun protection . . . 

filtering out up to 99% of the ultra-violet 

rays of the sun. 


3. Greatest Transparency 
Possible 
Sun Shade’s transparency is the greatest 
yet achieved. Fully patented, Sun Shades 
offer complete protection with the maxi- 
mum in visibility. Shoppers see IN . . . 
while the sun’s damaging rays are kept 
ouT! 
4. GUARANTEED SUN 
PROTECTION 
Every Sun Shade is sold with an uncondi- 
tional guarantee, Sun Shades are a quality 
product. They are made of a material 
that will never, never fade-out . . . that will 
give you years and years of trouble-free 
sun protection. 


THIS TRADE-MARK 


is Your 
UNCONDITIONAL 
GUARANTEE 


TEST BEFORE YOU BUY! 


Send for your free Sun Shade samples. 
Then make this simple test. Pin your 
sample on any piece of colored cloth, 
leaving some of the material unprotected. 
Expose these to the sunlight for 3 days. 
You will then note that the unprotected 
areas are faded-out, while the protected 
area still remains the same color as when 
you started the test. Then you'll KNOW 
you save money by installing Sun Shades. 


FREE: Send for Samples Today! 


PP SSS SS SSS SSS SSS SSS SSS e 


Please send Free sample of SUN SHADES 
and a copy of your brochure 








Store Name 
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Address 
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Jobbers: Write for our proposition 


THE SUN SHADE CO. 


78)-6)-85 ance Ave ’ ore 














‘RAO FOIL PAPER 


BRIGHT AND DULL FINISH 
26 INCHES 


Gold & Colors 
$ 1.40 
2.75 
5.45 
14.75 
35.00 


Silver 
$ 1.10 
2.15 
4.25 
12.75 
25.00 


25 Ft. 
50 Ft. 
100 Ft. 
100 Yd. 


Ream 


Also various Embossings and printed de- 
signs in stock at slightly higher prices. 
Base Metal, Puffing Foil and Foil Paper 
Borders carried in stock. 


JOBBERS' INQUIRIES INVITED 


R. A. OHLHORST 


Specializing In 
METALLIC and FANCY PAPERS 
454 Broome St. New York 13, N. Y. 
Phone CAnal 6-7735 
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4A FOR DISPLAYMEN 


TIMELY TIPS 


QUESTION?? 


IF a “free lancer’ 
income ?? 


HERE'S HOW!... 


It's easy. Become a Lithophane Special- 
ist. Many men and women have installed 
thousands of VALANCES and other store 
decor in their spare time Exceptionally 
fine returns. At your dealers or order 
direct 


wants to boost his 


FAMOUS BELGIAN LITHOPHANIE NOW 
AVAILABLE AT ALERT DEALERS EVERY- 
WHERE, or write for FREE CATALOG to: 


GARRISON-WAGNER CO 


2018 Washington Ave., St. Louis, Mo. 


ADLER-.JONES CO 


$21 8. Wabash Ave, Chicago, Ill 


CAPPY & CO 
323 Bi'vd Of The Allies, Pittsburgh, Pa 


SHUR NUFF, INC 


24 S. 6th St.. Minneapolis, Minn. 


OR WRITE DIRECT — FOR FREE CATA- 


LOG, SAMPLES AND ANSWERS TO ALL 
YOUR DISPLAY PROBLEMS. 


ISINGLASS VALANCE CO. 
5206 Tilden Ave.. Brooklyn 3,N.Y. 


ERES HOW! 
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You will be interested to know that I have 
received several letters from retail stores 
throughout the country following the ap- 
pearance of the Good Housekeeping article 


| in your December issue 


The most recent inquiry came from the 
manager of Smith & Brown, Ltd. 
(“New Zealand's Greatest Furniture Store”), 


| in tar-off Auckland. I expect the next letter 
| will come from Zanzibar! 


Anyone who talks about penetrating cov- 


| erage of magazine circulation will have to 


tip his hat to you. I, personally, am doffing 
my chapeau... Eleanor Pohling, merchan- 
dising division, Good Housekeeping, New 
York City 


We have pleasure in enclosing herewith 
seven glossy prints of some of our 1950 
Melbourne window displays, including our 
Sydney Showstand Exhibit, as entries for 
your international display contest . .. We 
would like to take the opportunity of con- 
gratulating you on the idea of making such 
a contest possible-—C. W. A. Baker, Ansett 
Transport Industries, Ltd., Melbourne, Aus- 
tralia. 

It was with much interest that I read of 
the display contest, as advertised in the 
January issue of DISPLAY WORLD. Our 
firm is very enthusiastic over the idea and 
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consider it will promote keen competition 
and be of much beneficial value to display- 
men everywhere. Enclosed is the first set 
of photographs.—R. W. Robbins, Smith & 
Brown, Ltd., Auckland, New Zealand. 


Thank you for the swell spread you gave 
me in the current issue. Inadvertently, you 
have omitted names of our associates on 
two of the illustrations; as noted in my last 
letter, the firm of Heyl, Bond & Miller are 
the architects for the Park & Shop building 
in Allentown and are working with us in 
the design of the Benioff store. Paul Morris 
was associated with our firm on the Manlie 
Jewelry Store in Hammond, Ind. 

Because of the strict code of architectural 
ethics, may I ask that you be kind enough 
to make this correction in the next issue. 
All good wishes.—Charles S. Telchin, Tel- 
chin & Campanella, New York City. 


We were very much impressed with the 
April issue of DISPLAY WORLD. [ff each 
issue has as many interesting articles and 
scenic displays as were projected in this 
copy, I am sure our subscription will be 
well worth the money . Helen Powers, 
administrative director, WHAM Television, 
Baltimore. 


I have pleasure in enclosing three entries 
for your international display contest. De- 
scriptions in brief are given and attached 
to each entry. From time to time I will 
be submitting further entries. 

May I congratulate you on promoting a 
contest which broadens the view for dis- 
playmen everywhere? So far we seem to be 
led by the American field due to the enter- 
prise of such publications as yours presents. 
It would probably be worthwhile having a 





—This display won an all-expense paid, seven-day trip to Bermuda plus $100 cash for Charlie 


Merrill, S. Kann Sons Company, Washingt 





ond Pan American Airways. 


. in the recent contest sponsored by Lee hats 
The display was framed in a montage of travel posters, while 


on the background was a group of a dozen travel scenes— 
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series of articles such as “Round the world 
in windows”, supported by photographs and 
personalities. Here in Rhodesia, for in- 
stance, the standard of display generally is 
very high and I say this having seen dis- 
play on the continent and in the United 
Kingdom where I was trained, having been 
in this line of business for over 20 years.— 
Kenneth J. Richards, Radio Ltd., Salisbury, 
South Rhodesia, Africa. 

time after I received my January 
issue of DISPLAY WORLD I wrote you 
to request that you put me in touch with 
firms handling all types of display ma- 
terials. I want to thank you for the won- 
derful job you did along this line, as I have 
received catalogues, samples, etc., for every- 
thing from soup to nuts. This has been a 
great help to me and it will be in the 
future, I am sure. 

I would like to make a suggestion. I 
believe if the lithograph companies that 
make signs for display would make a clean- 
cut figure for the main part, including any 
reading matter on the bottom of the piece 
or on separate cards, this would be a help 
to the small merchant; it would enable him 
to have figures that appear to be manne- 
quins and it would get more attention, 
thereby selling more merchandise. 

I also believe that there is a need for 
some one to make lithographed cutouts of 
a doctor, a nurse, and a registered druggist 
— made in their attire while on duty — 
also made to appear sitting down on a 
chair, and about 5 feet high. These could 
be put out by nationally known pharma- 
ceutical houses. I further believe that a 
lot of small drug stores would purchase 
these if they were sold at the right price. 
The signs we get today are beautiful and 
cost a lot of money, but they are too clumsy. 
I may add that this idea could be extended 
into the independent grocers’ field and it 
would help them a lot-——James A. Nichols, 
Clarksburg, W. Va. 


Some 


My subscription renewal to DISPLAY 
WORLD falls due in a few months time, but 
as I am leaving for Australia this week I 
have taken the liberty of forwarding my 
subscription now, as I do not want to miss 
getting a single copy of this wonderful, 
helpful magazine . . . John Bailey, Napier, 
New Zealand. 

As many years standing reader of your 
journal, I write to you toa ask if it is pos- 
sible for you to bring some more pictures 
of window displays in the electrical branch. 

I am a displayman in one (after our small 
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proportions) big firm with 14 windows and 


I have had much pleasure at the inspiration | 


from DISPLAY WORLD. I am working 


with as well stylish and technical windows, | 


and specially in the last way I am out for 
something really smart know 
must come from you over there. 

Contemporary I send you a few pictures 
of our windows for your inspection .. . K. 
Kirkemal-Jensen, Dansk Elektricitets-Com 
pagni, Odense, Denmark. 


news, as I 


It would be a strange contest if you did 
not have a few entries from yours 
even though the men’s wear industry is 
greatly over-shadowed by department stores. 
.. . My heartiest congratulations to you on 
your 1950 issues. You are really doing a 
job.—Clement Kieffer, The Kleinhans Com- 
pany, Buffalo. 

I am sending my first entry in to your 
international display contest .. . I am still 
enjoying your magazine immensely, and have 
made quite a few contacts through it. The 
last one was with Gustav Abrahamson, of 
Stockholm, Sweden. I was very pleased to 
receive a small display magazine from him, 
but regret that I can not read it as it is 
printed in Swedish—Mrs. Ruth L. Verne, 
Henry Birks & Sons, Winnipeg, Canada. 


Samuel B. Worsham’s article, “Television 
and Display are Sisters Under the Skin” 
(DISPLAY WORLD, April) is a standout 
item, in my opinion. It is quite obvious that 
television in its relationship with display is 
advantageous to a displayman’s betterment 
(and that of display manufacturers, jobbers 
and retailers’ increase of sales) . . . May I 
congratulate you in view of so fine an article 
proposed to aid in display progression . . 
Ray De Paola, Jr., Clifton Heights, Pa. 


I would like to exchange ideas and photo- 
graphs of Christmas parade floats with other 
readers of DISPLAY WORLD. — Melvin 
Bagwell, Advertising Arts, 18 Oak street, 
Arkwright, Spartanburg, S. C 


I have been a free-lance displayman for 
three years and I find DISPLAY WORLD 
a wonderful help ...C. Scher, Milford, 


Conn. 


University Confers Honor 


On Masonite Head 


Eugene Holland, president of Masonite 
Corporation, Chicago, received the highest 
non-academic honor of the University of 
Nebraska at Lincoln June 3rd when he was 
presented with a “Distinguished Service 
Award” at the annual luncheon of the 
University of Nebraska Alumni Association 
Holland was a leader in the formation of the 
university's Chicago Alumni Club 

The citation accompanying the 
describes Holland as “one of the university's 
most devoted alumni.” He was prominent 
in the campaign for the construction of the 
university's memorial stadium and active on 
the university's legislative committee while 
a resident of Lincoln inauguration 
of the University Foundation program two 
years ago, he has been its agent representing 
the class of 1913. 


award 


Since 


truly, | 








For widest selections! 
For newest types! 
For best values! 


For IMMEDIATE 
DELIVERIES 


® 
RADIANT 
GLASS FIBERS CO. 
11 W. 29th St., New York, N. Y. 


® 
Headquarters for 


FIREPROOF | 
Spun Glass | 


MATERIALS 
® 


Visit Us At The N.A.D. 
Show at Hotel New Yorker 








Versotile metal mesh 
decorative material, 12 colors and 
silver. 

Offers unlimited opportunities for the 
decorator. Flexible, easy to fashion, 
easy to cut. Your jobber can supply 
you. Ask to see samples of R-P Expanded 
Aluminum Foil; also samples of R-P un- 
expanded, and non-expansible aluminum 
Foil patterns. 


RESEARCH PRODUCTS 
CORPORATION 


1015 E. WASHINGTON AVENUE 
MADISON 10, WISCONSIN 











FALL and CHRISTMAS 


the 


HAMBERGER WAY 


You will find the newest in 
ideas for Fall and Christmas and 
at realistic prices when you visit 
the Hamberger showroom during 
June. 


The finest line of artificial 
flowers and display decorations 
will be presented for your in- 
spection and consideration, 


Make it a must to see this new 
and beautiful line during your 
next trip to New York City, and 
surely during the month of 


JUNE 


at which time our complete line 
will be displayed. 


DAVID HAMBERGER, Inc. 


Display Decorations 
115 W. 3ist ST. NEW YORK CITY | 




















The Modern Display Trend 
is to LIGHTED MOTION 


Model "712" 


*Roto-Sho 


LECTRIC TURNTABLES 


MODEL “712” ROTO-SHO’s two-way, Mailt- 
in electric outlet permits novel, self-con- 
tained lighting effects by means of sliding 
contacts, as well as operati of electri 
devices while the turntable revolves three 
times a minute—Lights turn with the table! 





There's nothing like “712” to revolutionize 
your window trim and make passersby 
buy! Sturdy. steel construction, guaranteed, 
it carries up to 200 Ibs. 18” diameter turn- 
table. Allover height just 7”. A.C. only. 


For winning action displays, write us for 
complete ROTO-PRODUCTS turntable catalog. 


GENERAL DIE & STAMPING COMPANY 
Dept. ©, 262 Mott St.. New York 12, N. Y. 
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SCHACK'S NEW HOME 
[Continued from page 90) 


conducted through the fabric and material 
processing departments, in which basic ma- 
terials including cloths, velvets, satins, 
metallic foils and special papers are con- 
verted to desired colors and leaf and flower 
styles by aneans of one of the most com- 
plete groupings of foliage and flower cut- 
ting tools and embossing devices in the 
industry. Decorations for fall and Christ- 
mas, in various stages of development from 
their raw material state to the finished 
product, were seen along the production 
line, which operates many weeks in ad- 
vance of store installation dates to insure 
prompt deliveries and receipt of the highly 
specialized merchandise as specified by indi- 
vidual accounts. 


Demonstrations of the built 
branching machines, on which skilled oper- 
ators quickly assembled leaves and 
flowers into sprays, trees, wreaths and other 
decorations in a large variety of sizes and 
styles, were given during the afternoon and 
proved an interesting feature of the opening 
event. On these machines both stock items, 
featured in the four regular Schack lines 
produced for display use every year, and 
especially designed chain store and _ indi- 
vidual orders are assembled prior to pack- 
ing and shipment. 


especially 


loose 


In addition to flower and foliage produc- 
tion and assembly, which occupies the 
greater part of the second floor area of the 
new building, a complete photography es- 
tablishment, devoted to the exclusive pur 
pose of transferring ideas and suggestions 
to large, detailed photographs for 
display windows and store interiors, is in- 
Units for each 


color 


cluded on the upper story. 
of the four seasonal display lines, as well 
as especially designed units are photo- 
graphed in a spacious, modern studio which 
was constructed specifically for this pur- 
pose and features a high ceiling of acousti- 
cal construction emulating the finish found 
store areas. To assure accuracy 
from which 


in many 
of detail in the photographs, 


much of Schack’s production is sold, each 


JUNE, 1950 


print is developed and finished by a staff 
photographer. 

Also on the upper floor of the building, 
visitors were conducted through the newly 
remodeled designing and executive offices, 
where special sketches and layouts for the 
regular seasonal lines are prepared and co- 
ordinated in accordance with a policy adher- 
ing to changing merchandising require- 
ments in various parts of the nation through- 
out the year. The designing department 
functions many months in advance of sell- 
ing and delivery dates for any particular 
season, producing and sifting scores of pre- 
liminary sketches prior to final selection of 
the line ultimately presented by Schack 
representatives to displaymen. In these 
offices received for current and 
subsequent seasons are classified and placed 


orders 


—Below, Jack Pollari, head designer for 
Schack's, discussing with one of his assistants 
a@ new number for Christmas, 1950. . . . Above, 
Phil Goldberg is congratulated by Nathan 
Silverblatt, manager, DISPLAY WORLD, on 
the opening of the new plant. . . . On the 
next page, a group in the refreshment room 
of Schack's during the opening party— 
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in production in the various departments 
on the basis of merchandise types and speci- 
fied delivery dates. 

The far rear of the first floor area is 
occupied by a fully-equipped wood-working 
and rod wire construction department, feed- 
ing directly into an up-to-date spray finish- 
ing area featuring a battery of modern 
water-wash spray booths and a snow-flock- 
ing booth, permitting mass-production finish- 
ing of Christmas pine trees, wreaths, gar- 
lands, sprays and a large variety of other 
units requiring this treatment. 

Finished merchandise from both the spray 
and wood-working department and the dec- 
division on the upper level are 
directed for final checking and assembly 
into the packing which occupies a 
considerable portion of the first floor sur- 
face. The heavier wood and wire sections 
of the units are conducted to this depart- 
ment on trucks and dollies while foliage 
and floral decorations are lowered to the 
first floor for each order by means of a 
long, sloping steel chute. Here sprays and 
other wall or post decorations are opened 
to their full size and prepared for shipment 
so they will arrive at their destinations 
ready for immediate installation with a 
minimum of preparation. Foliage and floral 
arrangements are also assembled to the 
wood and wire sections of displays and 
prepared for packing and shipment to indi- 
vidual accounts. 

The Schack plant interior has been com- 
pletely decorated in white with a Hunter's 
green dado to provide greater visibility and 
light reflection. 

Skylights are provided throughout the 
second floor, making the use of incandes- 
cent lights unnecessary during most nor- 
mal working hours and permitting all-im- 
portant color selections under daylight con- 
ditions. and executive offices are 
finished in rich tones of light blue, char- 
treuse, deep Dubonnet, brown and gray, 
applied in rubbed two-tone effects over di- 
mensional, grooved plywood. Floors are 
carpeted or rubber-tile covered and the 
lowered acoustical ceilings are fitted with 
recessed fluorescent light fixtures. Show- 
room and office areas are completely air- 


orations 


area, 


General 


DISPLAY WORLD 


conditioned with individual controls in each 
of the rooms. 

The richly appointed showroom is 
equipped for showings of both actual units 
and additional units in black-lighted 
shadowboxes featuring Kodachrome trans- 
parencies. During the opening event the 
effectiveness of this combination was dem- 
onstrated by the presence of both fall and 
Christmas units and an assemblage of sum- 
mer displays shown by means of the color 
photos. A beautiful and unusual lounge, 
reminiscent of the attractive rooms of this 
type frequently found in fine hotels and 
restaurants, is immediately adjacent to the 
showroom and includes colorful, comfortable 
furniture off against rich, modern 
draperies, a television set and a bar fully 
equipped with tap and refrigerator, 

The exterior front of the building, 
tured on the Schack letterhead, is finished 
from sidewalk to roof in a light gray stone 
block, accentuated with a deep-dimensional 
script sign fashioned of stainless steel in 
the Schack signature style. 

Philip S. Goldberg, president of the Schack 
organization, comments that the formal 
opening of the firm’s new home marks a 
long-anticipated milestone in its growth. 
Founded in 1888, Schack’s has been located 
in several places in the Chicago area through 
the years, the last of which, prior to the 
move to the new building. was at 319 West 
Van Buren street where two floors of an 
eight-story building were occupied. During 
Schack’s recert years of expansion, the Van 
suren street ‘facilities became inadequate 
to increased production and, for a period 
of three years, the basic flower and foliage 
manufacturing operations were carried on in 
a separate building near the site of the 
Armitage avenue address. This split opera- 
tion, not conducive to maximum efficiency 
and production, was intended primarily as 
a temporary expedient while a_ suitable 
building located. With all operations 
again centered under a common the 
new premises have provided Schack’s with 
an immensely increased production poten- 
tial, as well as much improved facilities for 
specialized design and detail attention in- 
tended to speed and deliveries to 
display accounts throughout the country 


set 
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200 New and 
PRACTICAL CREATIONS FOR 


BACK TO SCHOOL 


¢e FALL 
e XMAS 


MARKET WEEK 
June 25th to 30th 


HOTEL McALPIN 


34th and Broadway, N. Y. C. 


NU—ART DISPLAYS 


227-229 Orient Avenue 
Jersey City, N. J. 
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896 Central Avenue @ Toledo 6, Ohio 
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Opportunity Exchange 


CLOSE-OUTS RAFFI 
(Special Price for Each Entire Lot) S A L E S M E N hess “ . t c 


100 Ibs. multi color sequins $3.50 
Ib.; 75M cearlized beads from 3" We have openings for a number of men of good appearance with 
to 1”, $5.00 per M; 100 gross glass and personality, who have successful selling records, and 
westion® gestae $1.00 gross; 150 Ibs who seek a future with security and endless possibilities. WALT DISNEY’S 
assorted jew , crystals, etc., $2 

Ib.; 800 pias Saehe it — Our line of seasonal, decorative and functional units is famous 

gross; 1,800 rolls luminous tape, manufactured exclusively by our organization, carried ex- Cinderella Displays 
$1.00 roll (60 feet long, 4 in, wide); clusively by our salesmen, in protected territories, and can 
Sin. Sees Rear eae be obtained through no other source. Beautiful, sales - moving 








$1.25 Ib.; 80 gross plastic leaves, oats . i 
75e gross; 9” army tent pins 1” dia We are in the process of moving to larger quarters, ex- set-up consisting of 43 in- 
$25 per case of 1,000; 250 odd wood panding our plant and showroom, and have a number of dividual units used one 
season only; every piece in 
; ; ; ; perfect condition. These 
MY Please give full particulars when answering. abe: wenark: eel 
RON G. CONN pullers, fascinating to 
COMPANY Address BOX 6K children and adults alike. 
210 East Mth St., New York City Care of DISPLAY WORLD An ideal Christmas theme 
MU 4-7961 (“The Cinderella Magic’) 
for all departments. Origi- 
POSITION WANTED 1 nal price $3000; for sale at 
- Top-notet 
displayman desires change , — CLOSE-OUT Ww A N T E D $1,000.00 


plete knowledge of displ Cap e , » intiv ; Som 
able, trustworthy, reliable. EL Regular 75c to $1.00 Values Descriptive literature, price 


le ’ lists, samples, etc. of gadgets, \ B F 
cellent recommendations. Marrie: « - 7 ; es: 
28 years of cee. Len ate Bone cons BACE-TO ae OUTS apparatus, etc. of a chemical, ddress x 6 


Address BOX 6L mechanical, optical or electri- ‘are of DISPLAY WORLD 
Care of DISPLAY WORLD PROTRACTORS cal nature capable of produc- ree ee 
; pc gg ing animation, magical and 

ETC, $3.00 dozen. mystical effects suitable for en- 


tertaining and earning money SALESMEN WANTED 
Salesmen Wanted Photos on Request. at carnivals. By N. Y. C. firm, fine line of art 


TO SELL TO JOBBERS All orders FOB Brooklyn. Dr. Walter Peiris, President flowers, reed, wood and novelties, 
We are Fabric Converters and a . . 25% commission. Write giving par- 
cater to Display Jobbers ex- Roseway Display Anti-Tuberculosis ticulars. 
clusively. Men wanted who 715 Broadway Association Address BOX DGR 
can sell Display Fabrics, pref- Brooklyn 6, N. Y. MORATUWA, CEYLON ne See ee 
erably as side line. Entire 
country as territory Commis- 
sion basis. State present con- W A N i E D 


nections, references, age and 


other details. Will be treated ATTENTION: SALESMEN WITH AN EYE PUBLICITY DIRECTOR 


in strictest confidence 


y prominent Mississippi store. 
Address Box 6E. TO EXTRA PROFITS by t ppi st 


Some knowledge of both dis- 


turnings (5 million units) will luable. 4 itor: ' 
valuable ories open. 
take offer; wood dowels from 1” to valuable territorie pen 


10” all thicknesses 









































Care of DISPLAY WORLD play and newspaper advertis- 
We have just completed the design, manufacture, ing preferred ; but we are will- 
ing to build on the right man 


and market test of one of the most beautiful and or woman. Excellent living 
POSITION WANTED — Combina and working conditions. Please 


tion Display and Advertising man, original Christmas novelty lines in the display state approximate salary in 








cardwriter and commercial artist 


Wide range of trs in all : . application to 
Singah of the week ta dedactnnen business. These are moderately priced and we PI 


and men’s stores Southeast pre 7 Write Address Box 6C 


ferred. JERRY CARTER, Key- will allow the salesmen a 25% commission. ‘ : say 
stone Heights, Florida. Lage : é Care of DISPLAY WORLD 
us at once, giving us the precise territory you cover, 














how often you cover it, and the types of accounts 
Christmas Deer Units you sell to. This line is not competitive with WANTED 

— none —_ mache deer anything you carry. Write in full confidence. Services of display and store 
ner tr Boom ie Each reply will be acknowledged. This line will posed ec iat hee 


> 
be your greatest source of income for Christmas plans for stores retailing live- 


2 deer to a column—11 wall 
units with single deer > 
: stock feed and allied merchan- 


LESS THAN HALF PRICE this year. Write fully to dise. Preferably have feed 
Write for particulars merchandising experience, but 


STEWART WIGGERS Address BOX 6D will consider others qualified. 
WHITNEY’S Care of DISPLAY WORLD Address Box 6B 
SAN DIEGO, CALIF. Care of DISPLAY WORLD 
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CLOSE-OUT 
Regular $2.50 to $4.00 Values 
PAPIER MACHE ITEMS 


Ideal for Fall Displays— 
Squirrels, Owls, Acorns, 
Apples, etc. 3 for $4.00. 
Photos on Request. 
All orders FOB Brooklyn. 


Roseway Display 


715 Broadway 
Brooklyn 6, N. Y. 








Man & Wife desire sitions to- 
gether in display. Ability to make 
props, signs and artwork. Exper- 
ienced all phases of dept. store dis- 
play — men’s, women’s, children’s 
Soltis Wife has college training 
in commercial art. Would consider 
position in display or combination 
with advertising. Address BOX 6A, 
care of DISPLAY WORLD 








AGENCIES 
ORGANIZATIONS, 
SALES 
REPRESENTATIVES 


who will be able to sell a new 
patented electro-mechanical 
WINDOW DISPLAY 
MACHINE 


to national advertisers wanted. 
First class item. Good profit, 
excellent opportunity. Write 
in detail. 

Address Box 6J 


Care of DISPLAY WORLD 


WORRYING ABOUT XMAS 1950? 
HERE’S YOUR SOLUTION: 


Deal No. 1—Beautiful Silvestri Nativity 
Setting for ANY size window. Used 
once, like new, cost $850. 

First come . 


. . $450 


Deal No. 2—Nine Unit Bliss Mechanical 
Alice-In-W onderland and Santa Claus. 
Used twice, like new, cost $4,300. 

First come . $850 


All Material Guaranteed Top Condition 
Deal No. 3—Both deals for . $1,200 


Wire: H. P. WHEELER 
ELECTRIC POWER BOARD 
Chattanooga, Tenn. 


SALESMEN 


New York manufacturer 
has two openings in estab- 
lished territorics. Com- 
plete line of original novel- 
ties and floral decorations 
for Department and Spe- 
cialty stores. High com- 
mission, protected  terri- 
tory. If you have more to 
offer than good salesman- 
ship and following, we are 
willing to discuss different 
terms and arrangements. 
We are members of NADI 
and will show at Hotel 
New Yorker. Reply quick- 
ly so we can meet at 
Market Week. 


Address Box WNS 


Care of DISPLAY WORLD 








Window Trimmer Available—Ex 

perienced in men’s clothing and ADMATIC Kodachrome Slide Ma- 
furnishings—25 yrs. N.Y.C. exp. chine for sale—“BARGAIN” Used 
Seeks connection only two weeks. 6 ft. high, 3 ft. 
Proven by 3 ft. screen, 3 slides change 
ability—good character. Handles automatically. Wonderful for ex 
Merchandise in a neat manner. hibits and displays. Write offer to 
Reliable and energetic. Wil! relo Little Empress ——e ee 534 8th 
cate. No selling. Address BOX 6H, Ave., New York 18, 

care of DISPLAY WORLD 


Desires change. 
with progressive store. 














FOR SALE 


ALL ITEMS USED ONCE — 
EXCELLENT CONDITION 
4-foot Tall Penguin, arm waves, 

$75.00 
6 foot long, 4 foot tall Fish, fins 
move, tail wiggles, eyes roll, $125. 
6-foot tall Golden Dragon, illumi 
nated head rolls as body sways, $95 
Hindu Fakir Rope Trick, Fakir 
rocks back and forth with flute, 
and rope wiggles, $80. 
Butterfly, 6-foot wing span, flaps 
wings, $105. 

WRITE— 


VIRGIL SEIBERT 


GOGUE DISPLAYS 
BOX 395 CINCINNATI 1, 0. 





FOR SALE 


13 Sparkling white papier mache electric Christmas stars 
42” tall and 8” thick, both sides $10.00 each. 
1 Animated clown with girl on trapeze. Dog and monkey 
Was $600.00, now $200.00. 


Like new. 
riding on tight rope. Request 
photograph. 


THE RAU STORE 


CHICAGO HEIGHTS, ILLINOIS 


SALESMEN 
WANTED 


Eastern manufacturer. Dis- 
tinctive pdpier - mache 
wood line. Easy to sell. 
get-priced. No objection to 
non-conflicting lines. 

25% COMMISSION 


Address Box 5G 


Care of DISPLAY WORLD 














Home Study Lessons in Window 
Display—an up-to-date course cov 
ering all phases of the subject—S00 
pages of text with 1000 detail draw- 
ings—Priced very low. Also Store 
Interiors, Show Card Writing and 
Silk Screen Process. Write for cir- 
culars. i. tes, Box D, 
Ellsworth, Til. 














Distributors Wanted 


British firm of display manu- 
facturers seek distributors with 
specialty sales force to import 
and market on their own ac- 
count novel self-adhesive let 
ters, figures and decorations. 


H. J. COLMAN 


121 Gloucester Court 
KEW SURREY, ENGLAND 





THE CHILDREN’S FAVORITE CHRISTMAS STORY 


ALICE IN WONDERLAND 


Animated display created by Bliss Corp. in 12 flexible units 
Priced at a fraction of its original cost 


$600.00 F.O.B. JOHNSTOWN, PA. 


approximately 4’ long and 2 deep; 
Completely flexible ; 


Units powered by uni- 
versal motors can be used in a con- 
tinuous sketch; several separate windows or all in one large 


corner window 
For further information and photographs address 


R. M. MONTGOMERY, Penn Traffic Co. 


JOHNSTOWN, PA. 





Salesmen Wanted 


For California, to represent 
Display Fixture and Equipment 
Manufacturer established over 
thirty years. Can be handled 
exclusively, or as a sideline, by 
Salesmen calling on Depart- 
ment Stores, Shoe Stores and 
Specialty Shops. Excellent 
commission arrangement State 
age and experience. 


Address Box 6G 


DISPLAY WORLD 


Care of 














WANTED NOW 

Representatives 
For nationally known line of 
SUN - GARD transparent 
SHADES for store display 
windows Highly profitable 
territories open No invest- 
ment necessary. Write to 


National Blind 
Company 


1770 Sichel Street 
Los Angeles 31, California 
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CORRESPONDENCE INSTRUC- 
TION—In Window Display. In op- 
eration for over 40 years with over 
2,000 graduates in nearly every 
country in the world. Write for 
catalog. THE KOESTER SCHOOL, 
Koester Bidg., 3710-12 N. Cicero 
Ave., Chicage 41, Ill. 








FOR SALE 
Clown On Unicycle 


Mechanical display for 
Christmas made by W. L 
Stensgaard Depicts a 
gayly dressed clown riding 
a circus unicycle across a 
Excellent con- 
Will sell 


Photo submitted 


tightrope. 
dition, cost $550 
for $250. 

on request 


Sutton’s Fairyland 
810 Canal Street 
New Orleans, La. 


SALESMEN 


We have openings for different territories including New 


York City 


We are manufacturers of a wide variety of 


wood displayers of own design, easy to sell, priced to meet 


today’s budget. 


Protected territories. 


Commission 20%. 


ART DISPLAY STUDIO 


Att.: MR. N. KAUFUNG, Mgr. 


654 WEST 61ST STREET 


NEW YORK 32, N. Y. 


Tel.: WAdsworth 8-6980 


ADDITIONAL 
OPPORTUNITY 
EXCHANGE 
ADS ON 
PAGES 118 and 119 




















WINDOW TRIMMER 


Thoroughly experienced Window 
Trimmer capable of taking com- 
plete charge of window displays 
for a popular priced Men’s Store. 
Must be able to trim semi-tight 
but smart windows in the style of 
New York City Times Square 
Men's Shops. Salary $100 per week 
(plus benus) to start Permanent 
position with an excellent future 
Give full personal part'rr’ lal 
past experiences in replying; alse 
include photos (snapshots will do) 
of recent window trims 


Roberts Men’s Shop 


Alliance, Ohio 








USE THE OPPORTUNITY EXCHANGE 
FOR 


e Positions Wanted — Positions Vacant 
e Used Displays for Sale 
e Display Items Desired 
e Salesmen or Representatives Desired, Etc. 
ONLY $3.00 PER COLUMN INCH 
Remittance with order, please. 


FORMS FOR THE JULY OPPORTUNITY EXCHANGE 
CLOSE JULY 10. 











Abacot Displays, Inc 

Acme Bulletin Co 

Adler-Jones Co 

Ahrens, Inc., Milton S 

Allied Display Materials, Inc 
All-Styles Hanger Co., Inc., 
The 

American Display C« The 

Amplex 

Ankerum 

Arranjay Ce 

Arrow Decorating & Fixture 
cs 

Arrow Fastener Co., Inc 

Art Mode Co 

Arts & Flowers Displays 

Audit Bureau of Circulation 
Automatic Devices Cx 


Barrango Cx ( 

Recker Sign Supply Co 
Bell Industries, Ine 
Bender 

Bendix Mfg. Cc 

Bliss Display Corp 
Bobick Estelle 
Roice-Crane Co 

Bulkley. Dunton & Ce 
Butler Paper Cx 


Capital Merchandising C 
“argille, P 
harrot Cx Ine The I 
hicago Cardboard Co 
} Plastic Products Ce 
ohen Ce Art 
orsillo, Ine Emil 
osta-Staflex Cr The 
Crown Mfg. Cx 


Darling Co., L. A 
deCoen, Inc G. P 
Decorative Displays 
Decorative Plant Cory 
Di-Noc Mfg. ¢ 


Back Ce 





ADVERTISING 


Dingleman Products Co 
Display Craft 

Display Equipment Co 
Displaymasters 
Displayways 

Doerr & Associates 
Douglas Fir Plywood Assoc 
Dorothea, Gale 

Dunbar Glass Corp 


Eaton Bros. Corp 


Favrex Designs 
Katherine B 
of Hawaii, Ltd 

Displays 

Frostee Sno Ce 


Garrison-Wagner Co., The 
Gasthoff Co., Earl W 
General Die & Stamping Co 
General Display Cory 

Glo- Brite Products, Inc 
Gold-E Manufacturing Cc 
Grand Novelty Assoc 
Gregory Motors, Ine 
Greneker Corp 


Haida Displays, Victor 
Hamberger, Inc David 
Handiform Plastics Corp 
Hansen Mfg. Co., A. L 

Hanger Co. of America, Henry 
Herzberg- Robbins, Inc 


singlass Valance Co 


Kaytee Ribbon & Fabric Co 
Kehoe Display Equipment Co 
Koester School 

Korrect Way Products 


Laverne Originals 


lL & K Products 


INDEX 


Lloyd Co., Inc., W. H. S 
Lutz, A 


Mack's 

Madisonia, Inc 

Magnani Mannequin, Ine 
Majestic Rayon Corp 
Manhattan Mannequins, Inc 
Masonite Corporation 
Messmore & Damon, Inc 
Metal Goods Corporation 
Mileo Mannequins 

Minerva Int'n. Display Corp 
Mitten’s Display Letters 
Morgan Co., The 

Multi-Fit Wig Co 

Mutual Display Mfg. Co 


Nat'l. Ass'n. of Display 
Industries 

National Blind Co 

National Display Institute 

National Elec. Products Corp 

National Hanger Co 

National Ribbon Corp. 

National Sawdust Co., Inc 

New York Mfrs. Group 

Noel Mig. Co 

Northern Signal Co 

Nu-Art Displays 

Nu-Show Displays, Inc 


Ohthorst, R. A 

Oltmanns Decorating Co 
Opportunity Exchange 118, 119, 
Orthwine Corp., Rudolf 


Palazzo Sleeve Form Mfg. Co 
Pelletier, Ear 

Plastic Fabricators 

Podgor Co., Inc., Jos. E 


Quensell Displays 


Radiant Glass Fibers Co. 
Red Wing Products 
Redikut Letter Co., The 
Research Products Corp. 
Reyburn Mfg. Co., The 
Reynolds Electric Co. 
Rocket Express System 
Royal Mannequin Corp 
Rubner, Inc., Gustave 
Russell Electric Co 


Santa Novelties, Inc 102 
Scheier, Philip 104 
Scheuer Creations 

Inside Front Cover 
Schneider Corp., Louis 65 
Sherman Paper Products Corp... 47 
Shipman Studios, Frederic 13 
Showcard Machine Co 

Inside Back Cover 
Siege!, Inc., Nat 92 
Silvestri Art Mfg. Co., The 6 
Smith Studio, Bois 57 
Stempler & Sons, Inc., Barney 103 
Stensgaard & Assoc., Inc., W. L. 1 
Stone, A. L 108 
Sun Shade Co., The 113 


Timbertone Decorative Co., Inc. 98 
rri-Tix, Ine o4 


Union Novelty Co., Inc 


Vaughan Mannequins 
Vincent Co., The 
Visual Sales Co 


Walco Bead Co. 
Western Lithograph Co. 
Wiese Studio, William 
Williams, Inc., D. G 


Zeppen-Field Studios, W 





























Before You Invest... 


INVESTIGATE 


See the one and only MACHINE 

















SHOWCARD MACHINE Model B, recently rede- 
signed to provide an even greater measure of the 
convenience, speed and economy that has made 
Showcard Machine first choice of many of the 
world’s largest merchandisers. There are sizes for 
every requirement. 




















ALL PLASTIC 
GLAMOUR 


Mannequins with the jackpot combination for display 
directors. Perfection for the style conscious, durability 
to frustrate butter-fingered mannequin damagers and 
welcome relief to budget watchers. 


Smart Styling by New York’s top talent in Fashion and 
Display. Seventeen lovely Misses and Juniors in this all- 
plastic series. Durability achieved by a new plastic proc- 
ess* that is tops in construction and engineering. All 
parts one-piece plastic, eliminating seams, (rubber hands). 
Not coated or impregnated fabric, fibre, paper or plaster, 
but real plastic with great impact strength. Will not chip, 
peel or crack; and the fleshtone is bonded to the plastic. 
# Patent applied for by Darling 

Lightweight, easy to handle. Shipping weights cut in half. 
Economical at the start. Priced attractively below the 
market for any comparable figures. Price . . . $138.00. 
Further economy thru longer life and savings in costly 
repair bills. 


Now on display at Darling’s New York and Chicago Dis- 
play Rooms and Darling Distributor Showrooms through- 
out the country. 


Back to School —— all plastic and perk. The Spritely Kids, display’s number 
one series of Boys and Girls now have those same charming qualities plus 
plastic durability. (All plastic except arms and hands of rubber.) Twenty- 
nine easy to dress action poses ranging in ages from 2 to 16 years. $55.20 to 


$129.30. Girls with real kid wigs. Boys with regular-guy molded hair. 


mom | (Lz rleny displays 


DISTRIBUTOR 


lL. A. DARLING COMPANY ° BRONSON, MICHIGAN 
Your one dependable source for NEW YORK ° CHICAGO e LOS ANGELES 
everything in display equipment. 





